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- Introdudtion

This report documents the design, implementation,
and findings of the Postal Fiscal Year (PFY) 2000
Household Diary Study (HDS). The HDS is 2 multi-
year market research study of mail fiowing into and
out of U.S. households. This study addresses three
significant mail segments: (1) household-to-household
{2) household-to-nonhousehold and (3) nonhousehold-
to-household. Obtaining direct information on
nonhousehold-to-nonhousehold mail is outside the
study’s scope. The HDS is administered by the
Demand Forecasting & Economic Analysis section of
the United States Postal Service (USPS) Finance
Department.

Background

The purpose of the HDS is to gather information on
the contents of mai! sent and received by 1.8,
households. USPS conducts the study in order to
track the flow and volume of mail, the uses of the
mail, and how these relate to socio-demographic
information about the households. It is based on a
stratified random sample of 5,300 households
annually.

Demand Forecasting & Economic Analysis (in the
USPS Finance function) has administered the HDS
since its inception in 1987. The study has been done
annually since then, following the USPS fiscal year
calendar. PFY 2000 began on September 12, 1999
and ended on September 11, 2000. The “Postal Fiscal
Year” is made up of 13 four-week USPS accounting
periods and is divided into four quarters. Each of the
first three quarters is twelve weeks long and contains
three accounting periods. The fourth quarter is
sixteen weeks long and contains four accounting
periods.

» How many mail pieces originate and
destinate in U.S. households?

s  What are major trends in mail flows between
households and businesses?

e How do households use the USPS for their
personal and business communications?

¢  What are Standard Mail {A) usoge pattems?

¢  What are Direct Mail volumes and how are
these affecied by household demographics?

o  What are household members’ attitudes
toward advertising mail and their in-home
responses fo it?

*  What are total Periedicals Volumes delivered
by USPS and received by households?

e What is the level of sdtisfaction with
periodicals delivery?

o What is the overoll picture of Package
volumes and the characteristics of USPS
customers?

*  What are current Internet usage potterns and
fhe dermaographic charocteristics of users?

This information is used for the volume forecasting,
planning, marketing and ratemaking functions of
USPS. In addition to the issues that relate to
traditional mail volumes, USPS has been increasingly
interested in tracking the adoption and use of
electronic communications technologies. The HDS
tracks the use of e-mail, online shopping and online
bill payments, among other technologies. USPS uses
these data to assess what impact these technologies

have on traditional mail volumes to and from
households.

2000 HOUSEHOLD DIARY STUDY
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NuStats, a survey research firm located in Austin,
Texas, conducted the PFY 2000 HDS. This report
presents findings from that study. Where
appropriate, data from PFY 2000 is compared to
previous years to -identify underlying trends in
household mail usage and receipt. Except where
noted in this report, the survey gquestions have
remained consistent between PFY 2000 and PFY
1999 studies. All survey instrument modifications,
data collection, and data analyses were conducied by
NuStats, under contract with the USPS.

Study Design

One objective of the HDS is to collect data to support
the estimation of household-based mail flow demand
models and support analyses of mail-use
characteristice of U.S. households and businesses.
The household is the basie interviewing unit in this
study for all elements of the survey.

The HDS study uses a two-stage survey design in
which Stage 1 i1s an interviewer-mediated household
interview and Stage 2 is a self-completion mail diary.
Appendix B contains the survey instruments.

i

nformation on
household and personal demagraphics, recall of
mail sent and received, adopiion and use of
communications technologies and atfitudes about
mail received.

Mall Diar
The mail diary covers a seven-day period from
Monday to Sunday and collects information on
numbers of mail pieces received ond sent,
industry source, mail characteristics and attitudes
regarding mail received.

Prior to PFY 2000, the household interview was
conducted exclusively via in-home interviews.
Household interview  recruitment and diary
placement were done by “door-to-door” canvassing of
surveyors. Demographic trends (including the growth
of gated communities), growing concerns about safety,
increased complexity of household life, greater polling
and research activity and increased commuting times
all conspired to make the conduct of household
research more difficult. This appears to have put
pressure on response rates, causing increased concern
about stability of under-reporting. In the exclusively
“door-to-door” methodology used prior to PFY 2000,
participating households completed the diary mostly
on their own with guidance from the various
individual field contractors placing the diary. The

Postal Service determined that it would improve
accuracy by creating a process that encouraged rapid
feedback and interaction with the respondent and
which reduced the time between household recording
of information and editing the data by trained
experts.

The PFY 2000 study was conducted using sz multi-
made approach that sought to provide greater control
of household participation to minimize response bias,
to improve data accuracy through faster data
checking and houscholder re-contacts, and to provide
immediate telephone assistance to householders
during their diary week.

» An address specific sampling design was adopted
which eliminated field recruiter discretion.

e Computer-assisted telephone survey techniques
replaced the initial door-to-door recruitment of
households. Thus, household interview data
checks were automated during the interview
process iteelf, and, subsequent to the interview,
checked and clarified within days of collection.

s If a householder agreed to participate, he/she had
the option of having a surveyor visit the
residence, or being mailed a self-administered
diary instrument that explained how to record the
mail received and sent in the household. For PFY
2000, only four percent of householders requested
that a surveyor visit the residence.

o A toll-free “hotline” was established to answer
participant questions before, during, and after
their diary weeks. Questions could be answered
immediately and at the “source.”

¢ Diary packets were mailed back to NuStats in
postage-paid Priority Mail envelopes. Returned
diary packets immediately went through a three-
stage edit and review process. The gap between
diary completion and data checking was reduced
from several weeks to just a few days.

Stage 1: Household Interview

The household interview was wused to collect
information as noted above and to “recruit” the
household to participate in stage two -- the mail
diary. In total, 9,692 households were recruited to
participate in the mail diary stage.

Most of these households were recruited by telephone
{96 percent) and the diary package was mailed to the
household via Priority Mail. This diary package
contained instructions, diaries for seven days, a card
to identify the choice of incentive and a Priority Mail
return envelope. Other households opted for an in-
home interview (four percent) or were completed in-

2 Introduction
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TABLE A
kncentive Choice by Household Income

' $25 Cash 69 76 &9 o ) 68 N 5
$25 Donation 26 19 26 27 35
T-shirt or Cap 5 5 5 5 6

Total 100 IQO 100 100 100

Base: 5,314 Households.

home because a telephone number could not be
located (13 percent of in-home interviews). For these
latter households, an appointment was made at
which a surveyor would conduct the household
interview, drop off the diary package and go over the
instructions for its completion.

To enhance participation, respondenis were given a
choice among four incentives: $25 cash, $25 donation
to the Lance Armsirong Cancer Foundation, USPS
Tour de France Team T-shirt, or USPS Tour de
France cap (See Table A). While most respondents
chose the cash incentive, the choice of cash versus the
donation was associated with household income.

The response rate for the recruitment stage was 47
percent!, Most refusals took place prior to even
hearing who NuStats was and why the firm was
calling. Households that refused and that were later
re-contacted cited time constraints and privacy
concerns as their reasons for not participating.

Stage 2: Mail Diary Package

Households were sent diaries along with instructions
and a toll-free “help” telephone number. The night
before the assigned diary week was to begin, a
reminder call was made to each household to confirm
receipt of the packet and to answer any last minute
questions. If the packet was not received by this
time, the address was re-confirmed, a new diary week
was assigned, and the packet was re-sent.

Households were instructed tc enclose pertinent
information from each mail piece received in the
returned diary packages to enable NuStats editors to

! Response rate was calculated using a formula provided by the American
Association of Public Opinion Research.

verify or clarify quantity and classes of mail recorded
in the diaries. A three-stage editing process was used
to check the accuracy of the diary information
recorded by each household. First, returned diary
packets were culled for those that represented a
reasonable attempt to complete the diary. Second,
the diary information recorded for each day was
checked to assure sufficient and logical answers and
to verify recorded information against mail markings
returned in the package by the householder. Third, a
second editor re-checked the diary information
recorded for each day as noted above. This second
edit was a quality control check that assured the
accuracy of the data. During the editing process,
correction callbacks were made to households to
clarify information or to fiil-in missing information.
About three percent of returned diaries did not pass
the edit checking process. Sixty-one percent required
some form of respondent re-contact to clarify or
correct diary information.

Of the 9,692 households recruited to receive a diary
package, 5,314 actually returned acceptabie?
completed diaries to NuStats for a completion rate of
55 percent. -

Sample Design

The sample was designed to allow projections of
results to all U.S. households. Generally, the study
was conducted wusing telephone sampling for
household selection and screening, followed by diaries
mailed to eligible households and completed by each
household unit. The sample design involved a three-
stage probability sample with stratification by county

2 Acceptable was defined as returning diaries with data suitable for analysis.

2000 HOVUSEHOLD DIARY STVUDY
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clusters at the primary sampling stage and by a
single county at the secondary stage. At the third
stage, household clusters were selected. The sample
was continuously “fielded,” throughout all 52 weeks of
the  year. Allocations  were  temporally
disproportionate in order to ensure greater amounts
of data collection during peak mail flow periods.
While Table B below indicates a small undercount
between completed and required households, these
differences are reconciled by the fact that for all four
quarters, the number of completed households was
higher than required.

Quarter 1: September 12, 1999 — November 27, 1999

Quarter 2: November 28, 1999 — February 19, 2000
Quarter 3: February 20, 2000 — May 13, 2000
Quarter 4: May 14, 2000 - September 3, 2000

TABLE B
Sample by Postal Quarter

2,786

Qluarter 1 1,940 1,752
Quearter 2 1,400 2,833 1,628
Quarter 3 600 1,308 749
Quarter 4 1.3460 2,765 1,185
Total 5,300 9,692 5,314

Stage 1: Primary Sampling Unit (PSU)
Definition and Selection

The Primary Sampling Units (PSUs) were clusters of
counties. The 30 largest Metropolitan Statistical
Areas (MSAs) were treated as individual units (each
was a cluster of counties) and each was a self-
representing PSU.  The other 288 MGSAs were
sampled proportionately to their population;
approximately 20 of the MSAs were individually
sampled. The remaining counties of the US (all 800+
non-metropolitan  counties) were  area-clusters
sampled in proportion to the population. There were
a total of 87 PSUs categorized into three strata:

1. Large Metro areas — all 30 largest MSAs,

2. Other Metro areas — 21 (out of 288) other MSAs,
and

3. Non-Metro areas — 36 non-metropolitan counties
or groups of counties (out of 800+).

Stage 2: Secondary Sampling Unit {SSU)
Definition and Selection

The Secondary Sampling Unit (SSU) was a county.
Sampling of SSUs was by probability of selection
according to population (number of households).
Selection was from the national sample of PSUs and
was stratified by geographic region and then by size.
This insured that the SSU selection was properly
allocated to the geographic regions. Not every SS5U
was fielded every Postal Quarter (reporting period),
but every Postal Quarter had a national probability
sample of SSUs.

Stage 3: Tertiary Sampling Unit (TSU)
Definition and Selection

The final (Tertiary) Sampling Unit (TSU) was a
household cluster. Clusters contain approximately 10
households and are defined by estimated income
classification, as defined by zip code average income
estimates.

The probability sample of households was drawn by
the USPS from the national database of addresses
following specifications produced by NuStats. The
probability sample households were drawn using a
highly stratified geographic design to ensure that the
final sample would be representative of households
comprising the five geographic @ regions: East,
Northeast, South, Central, and West. Technical
documentation for the sampling plan can be found in
Appendix C.

Analytic Weights

Analytical weights permit an analyst to use and
combine subsets of the sample in the proper
proportions to calculate correct inferences about the
comparable groups in the population. From a finite
population sampling theory perspective, analytic
weights are needed to develop estimates of population
parameters and more generally, to draw inferences
about the population that was sampled. Without the
use of analytic weights, population estimates are
subject to biases of wunknown (possibly large)

4 Introduction
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magnitude. Weighting compensates for these
“departures” from simple random sampling.
Different weighting schemes were used for the
Household Interview and the Mail Diary data sets.

Household Interview

An analytic weight was applied to the Household
Interview (recruitment) data to compensate for
differential response rates (or nonresponse) across
sample cells. First, a nonresponse adjustment was
calculated within cells formed by cross-classifying
region and PSU. Second, the data were adjusted to
U.S. population parameters for household income.
The documentation for these adjustments can be
found in Appendix C: Technical Documentation of
Methods.

Mail Diary

Post processing adjustments were used to align the
sample to known population distributions from
census or other reliable data. First, the sample of
households reporting mail diary data were expanded
to represent all U.S. households (104.8 million
households). In addition, adjustment factors were
applied to the diary data to compensate for under-
reporting of mail volumes by households participating
in the survey. Three types of adjustment processes
were used.

o Adjustment factors were calculated using data
from the City Cost Carrier and Rural Carrier
Costing System for PFY 2000. For the first time,
specific adjustment factors were calculated for

each class of mail volumes reported received by
households.

e The principle that total incoming and outgoing
domestic household mail should equal each other
over time was used to caleulate a factor that
would adjust outgeoing mail to equal incoming
mail volumes.

o The diary data were adjusted to compensate for
expected underreporting of bill payments.

Documentation for the adjustments made to the mail
diary data can be found Appendix C.

Report Organization

This report focuses on the analyses and results
pertaining to the PFY 2000 Household Diary Study.
Its contents are organized as follows.

Comparing 2000 with 1999 Data

Comparisons among 2000 and prior year data should
be done with caution. The 2000 data represent
refinements in swrvey methodology from previous
years, as well as modifications in the procedures for
weighting and adjustment for mail flow underreports.
These data may also refleet changes in the
operational definitions of mail classifications.

Chapter 1 - Tota} Mail Overview. This chapter

presents aggregate mait flows across all classes.

Chapter 2 — First-Class Mail. This chapter
examines First-Class mail received and sent by

households in 2000.

Chapter 3 — Standard Mail {A). This chopter
presents details on Standard Mail {A} volumes.
Standard Moail {A) consists of mail pieces sent
Presorted Standard, Bulk Rate, or nonprofit. It
also consists of unsolictted publications and
packages.

Chapter 4 — Direct Mail Advertising. This chapter
presents annual Direct Mail Advertising volumes
for PFY 2000, as well as demographic factors
influencing these volumes as they pertain to U.S.
households.

Chapter 5 — Periodicals. This chapter presents
Periodicals Volumes. Periodicals mail, formerly
Second Class, consists of daily or weekly
newspapers, weekly or monthly magaozines, ond
any other periodic newspoper or magazine
delivered to households by the USPS,

Chapter 6 — Packoges. This chapter presents an
overall picture of Packoge volumes, including
clossifications, delivery method, use of special
services, among others.

Chapter 7 — Electronic Communication. This
chapter presents information collected during the
HDS pertaining to email usage, Internet usage,
and other forms of electronic communication.

Chapter 8 — Summary and Conclusions. This
chapter summarizes the moain findings of the
HDS.

In addition to these specific chapters, the report
contains three oppendices:

Coniinued on next page.
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Appendix A — Comparafive Tobles 1987, 1999,
2000. This oppendix provides a cross-reference
to data tables in the PFY 1999 Household Diary
Study report ond presents the tables themselves,
comparing dato from 1987, 1999, and 2000.

Appendix B — Survey Insiruments. This appendix
contains the Household Interview telephone script
and the Mail Diary materials.

Appendix C - Technicol Documeniation of
Methods.  This oppendix provides detailed
documentation of the survey methods, including
sampling plan, dota collection, data processing,
sample demographic profile, and data weighting
and expansion procedures.

Appendix D — Revenue, Pieces and Weight
Volume Table. This appendix provides estimates
of total mail volumes sent to households and
non-househalds.

Introduction
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Households across the United States depend on the
services of the USPS to communicate with family,
friends, businesses and public agencies. In addition,
huge volumes of mail are sent from businesses to
households for the purpose of bill collection,
advertising, services and other forms of business
communication., This section examines commercial
and household mail volumés in the United States:
specifically, mail flows between households and
businesses, trends, and volumes by postal
classification and sector. This section also introduces
advertising mail volumes and attitudes of households
in relation to advertising mail.

Data from the PFY 2000 HDS show an increase in
total household mail volumes and higher mail
volumes across all postal classifications.

While household profiles are useful from a behavioral
perspective, aggregate mail flows demonstrate how
the mail is used as a communications medium among
all ugers. In this way, USPS can study what mail
flows drive household communications and how
patterns of use develop by specific mail classification.
This will help USPS develop strategies for meeting
mail growth in the future.

Total Household Mail

One useful way to look at the total mail overview is to
present volumes as a percentage of total domestic
mail, by sector. This section applies three categories
for different mail users: households, nonhouseholds
and the Federal government. The five sectors in
which these users interact are: (1) Household-to-

- Chapter 1: Total Mail Overview

household, {(2) Household-to-nonhousehold, (3)
Nonhousehold-to-household, (4) Government-to-
household, and (5) Nonhousehold-to-nonhousehold.

. Household-to-Househald (HH-to-HH)
Household-to-Nonhousehold {(HH-to-NHH) .
Nonhousehold-io-Household (NHH-to-HH)
Government-fo-Household {Govt-to-HH)
Nonhousehold-to-Nonhousehold {NHH-to-NHH}

AR L

These sectors help to distinguish a household’s
perscnal greetings from their business transactions,
and, further, interactions with the government.
Household-to-household mail is sent by households
and received by households. This includes letters,
invitations, announcements and greeting cards. It is
a very reliable measure of mail volumes in the diary
study because these communications by nature exist
in a closed loop: what is sent by one household is
received by another.

Household-to-nonhousehold mail is sent from
households to nonhouseholds, predominantly bill
payments for everything from credit cards to mail
orders to utilities. Nonhousehold-to-household mail
is the reverse communication and while it includes
bills, it also can be the products or services reguested
by the household, such as an investment portfolio or
periodicals3. A final sector, nonhousehold-to
nonhousehold, cannot be calculated using the
household diary and is therefore represented as the
residual amount of total domestic mail.

Mail destinating in households includes all mail
received via First-Class or Standard Mail (A), as well
as periodicals and packages. Mail originating in
households includes all First-Class mail as well as
packages sent.

3 Nonhousehold-to-household mail can include communications from the
federal government. In the case of Figure 1.1, government mail to
households was separated out to show a total percentage.

2000 HOUSEHOLD DIARY STUDY
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FIGURE 1.1

Percentoge of Totol Domestic

Mail by Sedor, Postal Fiscal

Years 1987 and 2000

1122

Percentage of Total Domestic Mail

HH-to-HH

HH-ta-KHH Govi-to-HH

Domestic Mail Sectors

NHH-to-HH

NHH-ro-NHH

Base: Total Domeslic Moil, Postal Fiscol Yeor 2000 (204.4 Bilfion).

Note: Total Domestic defined as summation of First-Class, Priority, Standard Mail (A} & (B), and Perodicals.

Total domestic mail received by households in PFY
2000 exceeded 140 billion pieces. The percentage of
total domestic mail household-to-household was 3.6
percent in 2000, or over seven billion pieces annually
(See Figure 1.1).

Nonhousehold-to-household volumes continue to be
the highest percentage of total domestic mail usage,
increasing an estimated ten percent since 1987.

Total household mail volumes increased over the life
of the study. In 2000, households sent an average of
4.3 pieces per week and received an average of 25.6

piecest, compared to 3.7 and 18.9 in 1987 respectively
(See Table 1.1).

TABLE 1.1

Pieces per Household per Week, Total Domestic Mail by Sedor,
Postal Fiscal Years 1987 and 2000

HtH-to-HEH 1.6 1.4
HH-to-NHH 2.1 29
NHH-te-HH 18.5 23.4
Govi-to-HH 0.4 0.8
Total 22.6 28.5

Base: Totol Domestic Mail originating in or destinoting to households, Postal Fiscal Year
2000 (156.7 Billon).

7 Tatals exclude unknown outgoing or incoming mail.

Households mail slightly more than four (4.16)
packages annually, relying largely on the USPS to do
so. Households use USPS nearly 90 percent of the
time. This percentage of USPS use represents a
slight increase when compared with 1987 estimates?,

Total Mail Received by
Postal Classification

The classifications featured in the body of this report
include: First-Class, Standard Mail (A), Standard
Mail (B) and Periodicals. First-Class mail is defined
as anything sent regular or presorted First-Class,
automation presort, automation carrier route, and
any certified, registered or insured pieces. First-
Class totals exclude expedited mail (e.g. Express or
Priority). Standard Mail (A) is defined as all
presorted standard, bulk rate or nonprofit pieces, as
well as packages sent standard/bulk rate,
standard/bulk rate enhanced carrier route, nonprofit
and nonprofit enhanced carrier route. Standard Mail
(B) includes all packages sent parcel post, DBMCS®
parcel post, bound and printed matter, special
standard and library rate. Finally, Periodicals
include all daily and weekly (or other periodic)
newspapers or magazines.

5 According to TNS Intersearch Corporation, formerly Chilton Research
Services, the total in 1987 was 81.7. See Appendix Table A6-7.
< DBMC is Delivery Bar-coded Mail Class,

8 Chapter 1: Total Mail Overview
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The amount of mail households receive in an average
week has increased over all postal classifications,
except Periodicals, between 1987 and 2000 (See Table
1.2). First-Class mail pieces and Standard Mail (A)
represent the largest increases.

Further analysis of the growth in each of these
classifications by sender type (See Table 1.3) shows
that the financial sector prefers First-Class mail
while the Social/Nonprofit sector is more likely to opt
for Standard Mail (A). It is reasonable given the
financial constraints on the nonprofit sector, as well
as security and timeliness issues for credit card
companies and banks. A similar ratio between
Standard Mail (A) and First-Class mail usage exists
in the merchant category. Merchants (primarily
department stores) are three times as likely to use
Standard Mail (A) as First-Class, and they send
American households clogse to five (4.41) pieces per ,
week using this method.

TABLE 1.2
Pieces per Household per Week by Postal Classification

First-Class 8.64 10.56

Pericdicals 1.69 1.32

Standord Mail {A} 9.77 12.75

Standard Mai (B) 0.06 0.1
Total 20.1é6 24.74

Base: Domestic Mail Received by Households, Postal Years 1987 & 2000. Totals
include Firs-Class Pieces & Pockoges, Periadicols, Standard Maoil (A) Pleces &
Packages, and Standard Mail (B) Packages (133.5 Billion).

TABLE 1.3

Percentage of Total and Pieces per Household per Week,
First-Class and Standard Mail (A) by Major Business / Orgenization

Financiol 135 3.54 6.0 | 1.53
Merchants 54 1.38 17.2 4.41
Services 8.5 221 4.5 1.32
Manufacturers 0.5 0.2 0.7 0.1
Government 2.4 0.62 08 0.20
Social/Nonprofit 3.1 0.81 8.5 2.22
Total 35.0 8.69 37.7 9.84

Base: Domestic Mail Received by Households, Postal Fiscal Year 2000 {141.2 Billon).
Note: Standard Mail (A) Fieces resfricted fo those sent by a single organization; Tofafs do not include unclassified pieces. Domestic Maif
Received by Households includes First-Class, Standard Mail (A), Standard Mail (B), Periadicals, and Unaddressed Material.
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Table 1.4 demonstrates that households’ responses to
advertising mail also vary by postal classification.
First-Class mail is the most read classification of
advertising mail, followed by Standard Mail (A),
while unaddressed mail received the lowest response.
In fact, reading patterns for First-Class and Standard
Mail (A) advertising are similar. Fifty-two percent
{62.2 percent) of First-Class advertising is read by at
least one household member, compared to 43 percent
(429 percent) of Standard Mail (A). These
percentages jump to 57 and 50 percent respectively if
it includes mail that is not discarded but “set aside
for later.”

Since 72 percent of Standard Mail (A) is advertising,
compared to 23 percent of First-Class, Standard Mail
(A) benefits advertisers by reaching more than half of
its audience at a lower cost per piece. Households are

almost as likely to read Standard Mail (A) advertising

mail as they are First-Class, and just as likely to
discard both classes.

Unaddressed mail is almost two times more likely to
be discarded by households as Standard Mail (A) and
First-Class. Nevertheless, the portion of advertising
mail “locked at but not read” is relatively equal across
all classifications.

TABLE 1.4
Household Reading Patterns of Advertising Mail by Class

Read by one

422 341

member of HH 26.7
Read by more than

one member of HH 10.0 8.8 8.9
Looked at, not reodr 15.6 14.7 14.0
Discarded, not

read 19.4 17.8 278
Set aside for |ater 5.1 7.3 3.7

Total 100.0 100.0 100.0

Base: Advertising Mail Received by Households, Postal Fiscal Year 2000 (72.4 Biflion).

Likeliness to read also seems dependent on additional
factors, including income. Figure 1.2 shows that 20
percent of households who say they usually read their
advertising mail have annual incomes under $25,000.
Willingness to at least scan mail is relatively
consistent across income levels. Additional analysis
on reading patterns is contained in Chapter Four.

FIGURE 1.2

7 Household Reading Patterns
by Household Income

[I Usually read B Usually scon £ Read some I Hsually don't teud—'
w 0
0
[} .
B 40
=
T
o 301
5
o 20 -
o
_E
E 10 1
o .
Undar 525K $25-49.9% $50-64.9K S65K+
Household Income

Base: US Households, Postal Fiscal Yeor 2000 (104.8 Miflion).
Note: Household Income Information coflected during reciuitment inferview.
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Attitudes Toward Advertising Mail

Fourteen years after the diary study began,
advertising is still the greatest proportion of mail
received by households, accounting for 59 percent of
the total mail received by households in 2000. Total
advertising volumes in 2000 exceeded 72 hillion
pieces. After advertising, bills are the second largest
proportion of mail received by households,
representing 11 percent of total household majl or
almost 16 billion pieces annually.

Households have demonstrated a declining interest in
advertising mail since 1987. Table 1.5 indicates that
57 percent of households wish they received less
advertising mail in 2000, compared to 30 percent in
1987. The percentage of advertising mail that
households find interesting, or are likely to read, has
fallen from almost 63 percent in 1987 to 37 percent in
2000.

TABLE 1.5
Attitudes Toward Advertising Mail - Trends

Wish there were less 304 57,1
Some are interesting’ 62.5 36.7
Would like more 5.6 54

Base: Percentoge of US Households, Pastal Fiscal Year 2000 (104.8 Mitlion).
Note: Information colleded during recruitment inferview.

Additional data show that households feel differently
about advertising mediums. In PFY 2000,
households gave every medium higher negatives than
positives, with the exception of newspaper and radio
advertising. Telemarketing fared the worst, followed
by mail, plastic bags on doorknobs, television, ¢-mail,
radio, Internet, and finally, newspaper (See Figure
1.3).

[I Would like more/Some is interesting B Wish got less I

100 FIGURE 1.3
e
° 0 Household Atfitudes Toward
2 Advertising Mail by Medium
5]
I
v 60 T
=
is) 40 4
&
g
S 10
=
o
0 .
Newspaper Radio v Mail Plostic Bagon  Internet Email Telemorketing
Dootknoh
Advertising Medium

Base: US Households, Posial Fiscal Year 2000 {104.8 Million); Information collected during recruitment interview.

7 Response changed from “Don't mind getting some that doesn't interest me
as long as I also get some that does interest me® in PFY 1999 to “Some are
interesting and enjoyable” in PFY 2000.
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' - Chapter 2: First-Class Mail

This chapter explores a key research question of the
Household Diary Study: how do households use the
USPS for their personal and  business
communications? The household mailstream is an
important component of total volumes for USPS.
Changes in household behaviors (i.e. what type of
mail they are sending and how they send it) have
important implications on revenues and workload.

In many ways, First-Class mail is synonymous with
household communications. Households use First-
Class mail more than any other postal classification.
Traditionally, they depended on USPS for two
primary purposes: to send personal greetings and to
pay bills. With the advent of electronic
communications and the expansion of Internet bill
pay services and automatic deduction, USPS must
monitor household use of First-Class mail clogely to
gauge changes in household behavior.

This chapter locks at First-Class mail received and
sent by households in 20002, Overall, the use of First-
Clasgs mail for personal communications fell slightly
since 1987, but this decrease was offset by an
increased use of First-Class mail for business
communications. As a result, the data show an
increased number of First-Class pieces both sent and
received by households in PFY 2000.

® Household-to-household volumes were adjusted so that mail sent by
households equals mail received by households

First-Class Volumes

There were almost 103 billion total First-Class mait
pieces in PFY 20009, Fifty-seven billion pieces either
originated or destinated in households for an average
of 10.5 pieces per week, up from 86 in 1987.
Nonhousehold-to-household communications remain
the highest proportion (48.5 percent) of First-Class
mail usage at more than nine pieces per week.

Households sent an average of four pieces per week in
2000. This average represents a slight increase from
1987 levels (See Table 2.1).

TABLE 2.1

First-Class Mail Pieces per Household per Week by Sedor,
Postal Fiscal Years 1987 & 2000

HH-to-HH 1.6 1.3
HiH-to-NHH 2.1 29
NHH-to-HH 7.0 8.6
Unclossified Incoming 0.1 0.6
Unclassified Outgoing o1 0.1
Totaf mail eriginating in HHs 38 4.3
Total mail desfinafing in HHs 87 10.5

Base: First-Class Mail Pieces, Bcluding Pockages, Postal Fiscal Year 2000 (56.8
Biffion).

¢ Source; USPS RPW data for Postal Fiscal Year 2000. First-Class mail
totaled 102.9 Billion Pieces. Source: Demand Forecasting and Economic
Analysis. See Appendix D.

2000 HOUSEHOLD DIARY S5TUDY
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FIGURE 2.1

Percentaga of Total Domastic Mail

HH-o-HH HH-1o-RHR

MHH-to-HH
Domestic Mail Sectors

Percentage of First-Class Moil
by Sedor, Postal Fiscol Years
1987 ond 2000

NHH-to-NHH

Base: First Class Mail Pieces sent or received by Households and Nonhouseholds, Incliding Packages, Postal Fiscol Year 2000 (102.9

Bitlion) Source: RPW Totols, Demand Forecosfing and Economic Analysis.

A decrease in the use of First-Class mail between
households was offset by an increase in household-to-
nonhousehold First-Class mail (See Figure 2.1).
Figure 2.1 also shows that business communications
(nonhousehold-to-household mail) increased more
than five percent since 1987. Nonhousehold-to-
nonhousehold mail accounted for the remaining
portion of First-Class mail; an estimated 29 percent
of total First-Class!? in 2000, compared to 35.6 in
1987.

Total First-Class Mail Recoived

At nearly 57 billion pieces, First-Class mail accounts
for the second largest classification volume sent to
households after Standard Mail (A).

Table 2.2 aggregates First-Class mail into three rate
categories: Work Shared, Single Piece, and other.
First-Class Work Shared mail receives a reduced rate
for being prepared by the mailer before it reaches the
postal facility for subsequent processing (e.g.
presorted or pre-barcoded mail). In effect, the
processing work is “shared;” USPS can process the
mail faster, and the sender receives a reduced rate in
return. Single Piece includes all regular First-Class
mail and presorted single piece mail.

Forty percent, or 23 bitlion pieces, were sent regular
First-Class (Single Piece) in PFY 2000, while an
additional 58 percent (32 billion pieces) were sent
Work Shared. Presorted First-Class accounts for 51
percent of Work Shared mail. Presorted First-Class
1s a nonautomation rate category for a mailing
consisting of at least 500 addressed pieces that are

70 This is a residual percentage based on total First-Class mail minus all
mail involving households. No mean 1s available without a base number of
U.S. nonhouseholds in 2000.

gorted and prepared to specific USPS standards.
Advertisers are the largest users of this ratell.

As shown in Table 2.3, household mail received is
driven by mail from business or government, which

accounts for more than seven pieces per week to
households,

TABLE 2.2
First-Closs Mail Pieces per Household per Week Received by Rate

Work Shared Mail
Single Piece Mail 426 40.6
All Other First-Class Mail 0.1¢ 1.7
Total 10.51 100.0
Base: First Closs Mail Preces, Bxcluding Packages, Postal Fiscal Year 2000 (56.8
Billon).
TABLE 2.3

First-Class Mail Received by Moil Type

Friend or Relative .34 12.7
Social/Charitable/Pelitical /Nonprofit 0.93 88
Business or Government 7.62 72.4

Base: First-Class Mail Pieces, Excluding Packages, Postal Fiscal Year 2000 (56.8 Bilion).

11 First-Class advertising is explored in greater detail in Chapter 4.
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Table 2.4 is a breakdown of these First-Class mail
types by their subcomponents, compared to 1987
data. Over the thirteen-year study period, mail
pieces from a friend or relative, predominantly
greeting cards and letters, fell from 1.6 in 1987 to 1.3
in 2000. Social/Charitable mail received by
households has almost doubled since 1987, due in
Jarge part to the increased number of
announcements/meeting  noticesfinvitations and
requests for donations received by households in
2000.

While the number of household-to-household
communications fell, nonhousehold-to-household
communications increased substantially. In 1987,
mail from business or government generated an
average of six pieces per week received by households.
In 2000, that number is closer to eight pieces per
week. Bills and invoices (including credit card
statement/bills) are almost a third of all First-Class
business or government mail to households in 2000,
followed by advertising and financial statements.
First-Class advertising mail to households doubled
since 1987,

TABLE 2.4
First-Class Mait Pieces per Household per Week Received by Moil Type

Personat 1.55 1.34
Heliday/Seasons Greeting Card 0.55 0.44
Other Greeting Cord 0.29 o3
Invitation 0.12 033
Letter from Friend/Relative 0.46 0.33
Announcement {Birth, Marriage, eic) 0.03 0.04
Other Personal 0.09 0.09

Social/Charitable/Political /Nonprofit 0.59 | 0.93
Announcement/Meeting Notice/Invitation 0.22 0.34
Request for Donation 0.07 0.18
Confirmation or Thank You for Donation 0.03 0.14
Bill {Social/Charitable/Political/Nonprofit) 0.04 0.12
Other Social 0.22 0.15

Business or Government 6.36 7.62
Advertising/Promational/Sales Materials Only 0.89 1.75
Notice or Confirmation of Order 0.23 0.37
Bill invoice/Premium Notice 2.52 2.88
Financial Statement 0.87 1.13
Payment or Other Check/Money Order/Credit {No Rebate) | 0.32 027
Rebate Received in Response to Coupon Submitted 0.01 0.03
Holiday/Greeting/Thank You Card from Business 0.05 0.09
Business Invitetion/Announcement 0.26 0.40
Other Business/Govemment 1.20 0.70

Unclassified 0.11 0.62

Total 8.1 10.51

Base: First-Class Mail Fieces, Becluding Packc_ges, Postal Fiscol Year 2000 (56.8 Biffion).
Note: Bill/lnvaice/Premium Notice includes Credit Cord Stctement/Bil,

2000 HOUSEHOLD DEARY STUDY
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TABLE 2.5
First-Class Mail Pieces per Household per Week Received by Shope

Envelope on
Posicard 0.93
Catalog/Flyer 0.42
Unclassified 0.05
Total 10.51

Base: FirstClass Mail Pieces, Excluding Pockages, Postal Fiscal Year 2000 (56.8 Billion).

Households classified the “shape” of First-Class mail
they received into one of three categories: envelope,
postcard or catalog/flyer (See Table 2.5). First-Class
mail received by households is predominantly
envelopes, which make up 87 percent of all First-
Class mail received by households in 2000 and an
average of nine pieces per week. Postcards accounted
for an average of almost one piece per week to
households (nine percent), while First-Class catalogs
are just 0.4 pieces per week or four percent of the
total First-Class mail received by households.

Households also commented on the timeliness of
First-Clags mail delivery, reporting a high level of
satisfaction with First-Class mail service. Of the 57
billion pieces of First-Class mail received by
households in 2000, more than 20 billion were not
expected to arrive on a particular day. However, of
the First-Class mail expected to arrive on a particular
day, 98 percent arrived on time.

Factors Affocting Mail Received

Income categories are based on the head of
household’s stated annual income in 2000. In all
previous thirteen years of the HDS, income is
strongly related to household First-Class mail
volumes!?. The year 2000 is no exception. In fact,
volumes change rapidly over the eleven income
categories listed in Figure 2.2. Households with
annual incomes exceeding $100,000 receive three
times as much First-Class mail as households with

FIGURE 2.2

First-Class Mail Pieces per

Household per Week Received

Pieces per Household per Week

<S7K

<SWK  <Si5k <SHOK <S§75K <S35K

Household Income

<S50k

by Income

<$65K  <SBOK  <SGI00K S100K+

Base: First-Class Mail Preces, Excluding Pockages, Postal Fiscal Year 2000 {56.8 Billion).
Note: Household income Information cofledled during recruitment interview.

'2 Source: TNS Intersearch Corporation, formerly Chilten Research Services,
PFY 1999 HDS Final Report.
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incomes under $7,000 annually; an average of 18
pieces per houschold per week compared to five.
Educational attainment is related to income and is
compared against total volumes for 1987 and 2000.
Households where the head of household has done
postgraduate work receive twice as much First-Class
mail than houscholds where the head of household
has an eighth grade or less educational attainment
level: 14.1 average pieces per week compared to 6.7.
Across all categories, households with higher levels of
educational attainment receive more First-Class mail
(See Figure 2.3).

First-Class Mail Sent

Households sent 23 billion pieces of mail in 2000, an
average of four pieces per household per week.
Almost half of this outgoing mail was bill payments.
This category alone represents an average of two
outgoing First-Class mail pieces a week. Table 2.6
(refer to following page) displays First-Class mail
sent by households in 2000 by mail type.

M 1987 8 2000

FIGURE 2.3 | 3§

First-Class Mail Pieces per %
Household per Week Received -
by Educational Attainment of f;
Head of Household 3

g

g

Bth Grode or less Some High Schoo!  High Schoo!l ~ Some College  Technical School  College Graduate  Postgraduote
Graduate Graduate Work

Educationa! Atginment of Head of Househald

Base: Firs-Class Mail Pieces, Excluding Packoges, Postol Fiscal Year 2000 {56.8 Billion).
Note: Educotional Atiainment of Head of Household Information collected during recruitment inferview.
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_ TABLE 2.6
First-Closs Mol Pieces per Household per Week ond Percentage of Total Sent by Mail Type

Household 1.33 313
Holiday/Seasons Greefing Card 0.37 8.7
Other Greefing Cards (Birthday, Sympathy, Thank You) 0.39 9.2
Invitation 0.09 2.
Letter to Friend or Relative 0.38 9.0
Announcement {8irth, Marriage, etc) 0.02 0.4

= Other Personal 0.08 1.9

NonHousehold 2.88 87.6

Ovrder 016 3.7
Inquiry 0.0¢9 22
Payment 2.09 49.1
Other Business/Government 0.29 6.8
Donation 0.1 2.5
Inguiry 0.03 0.8
Letter 0.04 1.0
Chher Sociol 0.07 1.6
|Unclassified 0.05 1.1
Total First-Class Mail Sent 4.26 1000

Base: First-Class Mail Sent by Household's, Excluding Packages, Postal Fiscal Year 2000 (23 8illian).

In 1987, households sent about two pieces per week to
nonhouseholds!?, compared to almost three in 2000.
This data shows an increased use of First-Class mail
for business communications in 2000, counteracting
decreases in household-to-household mail.

The remaining portion of outgoing household mail
(personal greetings) accounted for an average 1.3
pieces per week sent from households in 2000,
compared to 1.5 in 1987. Note that the average

'3 Source: TNS Intersearch Corporation, formerly Chilton Research Services,
PFY 1999 HDS Final Report.

pieces per week in the household-to-household sector
are the same for both First-Class mail sent and First-
Class mail received. This is because these
communications exist within a closed loop, and are
adjusted to be identical to compensate for anticipated
underreporting by households. As with First-Class
mail received, First-Class mail sent by households is
twice as likely to be a holiday/greeting card as a
personal letter.
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Factors Affecting Mail Sent

Households send and receive more First-Class mail as
household income increases. Figure 2.4 shows data
previously reported in this chapter (First-Class mail
received) compared to First-Class mail sent by
households in 2000 across all income categories. This
comparison reveals that mail sent from households is

not as strongly correlated with income as mail
received.

Bill payments comprise the greatest portion (49
percent) of First-Class mail sent. It is likely then
that factors associated with having bills to pay would
influence the amount of First-Class mail sent by
households.

Home ownership, for example, is strongly correlated
with First-Class mail sent (See Figure 2.5).
Homeowners reported an average of 4.71 pieces per
household per week compared to 2.97 pieces reported

by renters. This association was stable across income
categories.

FIGURE 2.4

First-Class Mail Pieces per

Household per Week Sent and

Received by Income

Pieces per Househcld per Week

<STK <S10K <515k

<GIK  «<S25K  <S535K  <SS0K  <S65K < SBOK < S100K 100K+

Household Income

Bose: First-Class Mail Pieces, Excluding Pockages, Postal Fiscal Year 2000 (56.8 Billion).
Note: Household Income Information collected during recruitment interview.

M Owner E3 Renter I
7 FIGURE 2.5
§i 6 First-Class Mail Pieces Sent per
g 5 Household per Week by
= Household Income and
T Ownership Status
33
I
g 2
o
&1
ki
(s 0 B
Under 25¢ 25K-49.9K 50K-79.9K 80K+
Household income
Base: First-Clarss Mail Pieces Sent by Households, Excluding Packages, Postal Year 2000 {23 Billion;.
Note: Household Income and Ownership Status information collected during recruitment interview.
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The total number of household financial accounts or
credit cards salso positively influences the reported
volume of First-Clase mail sent (See Figure 2.6).
Households with zero financial accounts reported an
average of 2.76 pieces per household per week
compared to 5.64 pieces reported by households with
five or more financial accounts. The relationship

between the number of credit cards and First-Class
mail sent is very close to that observed with financial
accounts. Households with zero credit cards reported
an average of 2.10 pieces per week compared to 5.33
pieces reported by households with five or more credit
cards.

II (redit Cords (€3 Financiol Accounts I

[0 -

FIGURE 2.6

-

Pieces per Household per Week

First-Closs Mail Pieces per
Household per Week Sent by
Number of Credit Cards and
Finoncial Awcounts

Bose: First Class Mol Sent by Household, Excluding Packoges, Posiod Fiscal Year 2000 (23 Billion).

Note: Financial Account & Credit Cord Information collected during recruitment inferview.
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Standard Mail (A) volumes accounted for almost half
of total domestic mail to households in 2000. Total
volumes exceeded 68 billion pieces, translating to an
average of 13 pieces per week per household. This is
an increase of almost two pieces per week since 1987
(See Appendix Table A3-1). Table 8.1 is a breakdown
of Standard Mail (A} pieces per household per week

- Chapter 3: Standard Mail (A)

and percentage of total Standard Mail (A) by selected
categories. Standard Mail (A) consists of mail pieces,
unsolicited publications, and packages. Presorted
Standard or Bulk Rate clearly drives Standard Mail
{A) volumes. This rate comprised 69 percent of all
Standard Mail (A) or 47.8 billion pieces in 2000.

TABLE 3.1
Standard Mail (A) Pieces per Household per Week and Percentage of Total

Standard Mail (A) Pieces 12.12 25.5
i
Presoried Standard, or Bulk Rate 8.80 493
Nonprofit Organization 2.39 18.9
Undclassified Mail Pieces 94 7.4
Unsolicited Publications A2 3.3
Commercial 32 2.5
Nonprofit A0 0.8
Rndard Mail {A) Packages 0.16 1.2
Total Standard Mail (A} 12.75 100.0

Bese: Stondord Mail (4), Postal Fiscal Year 2000 (69 Billion).

Note: 100 Percent bosed on summation of Stondard Mail (4) Pieces, Unsolicited Publicotions, and Stondard Maif (4) Packages,
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Use of Standard Mail (A)

Standard Mail (A) is used by a wide variety of
industries and organizations. The use patterns of
these senders are a valuable measure of where
Standard Mail (A) volumes originate and where
USPS might expect growth in the future. Figure 3.1
and Table 3.2 indicate use of Standard Mail (A) by
businesses and organizations. Table 3.2 compares
total Standard Mail (A) volumes between the top five
businesses or organizations which distribute
Standard Mail (A). Figure 3.1 aggregates businesses
or organizations into six summary categoriesl4,
Merchants account for almost five pieces of Standard
Mail (A) to households in PFY 2000 (24.4 billion
pieces) with Social/Charitable/Political/Nonprofit in
second with almost three pieces per week, or 12.1
billion pieces annually. Taken together, these two
industry categories make up more than half of
Standard Mail (A) volumes.

Not surprisingly, Merchants are the heaviest users of
Standard Mail (A), as three of the largest individual
sender types fall into this category. Mail order
companies are the largest individual user (14.4
percent, for about 10 billion pieces annually), followed
by department/discount stores, publishers, charities
and finally, credit card companies.

Consistent with these use patterns, more than 92
percent of Standard Mail (A) pieces contain material
from one organization. The remaining eight percent,
less than five billion pieces, contain material from
several organizations.

TABLE 3.2
Top Five Distributors of Standord Mail (A) Pieces

Muil Order Company 1.84 ' 14.4
Department/Discount Store 0.85 b.6
Publisher 0.80 6.3
Chorities 0.75 59
Credit Card 0.59 4.7

Base: Skandard Mail (4, Beduding Packnges & Unsolicited Publications.
Pastol Fiscal Year 2000 {53.2 Billion); Restricled to mail pieces sent by single
organizafion.

While Standard Mail (A) packages are a fairly small
portion of total Standard Mail (A} volumes, (only 844
million in 2000), their use patterns are interesting.
This rate is used primarily by businesses to provide
goods or services to households. Almost two-thirds of
all Standard Mail (A) packages are sent to households
by businesses in response to an order by a member of
that household. The next highest percentage is
unsolicited samples, which account for 21 percent of
total Standard Mail (A) packages sent to households
in 2000.

FIGURE 3.1

Stondard Mail {A) Pieces per

Household per Week by

Business / Organization Type

| o | | raryes N

Pieces per Household per Week

Merchonts

Social/Morpiofit

Financial Services

Major Business/Organization

Government Manufacturess

Base: Standard Mait (A), Excluding Packoges & Unsoficited Publications, Postal Fiscol Year 2000 (53.2 Billion). Restricted to mail pieces

sent by single organization.

' Table 3.2 appears in this chapter as the enly instance of this more detailed
breakdown. Throughout the remainder of Chapter 3, the six aggregate
groups appearing in Figure 3.1 will be used for comparison.
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TABLE 3.3

Standord Mail {A) Pieces per Household per Week by
Mejor Business / Organization by Household Familiarity

Financial Q.64 0.35 0.30
Merchants 2.40 0.69 0.56
Services 0.50 0.24 0.24
Manufacturers 0.07 0.03 0.02
Govemment 0.1 0.05 0.02
Total 4.85 1.83 1.43

Base: Standard Mail {4), Excluding Pockages & Unsolicied Publications, Postal Fiscal Year
2000; Restricted 1o mail pieces sent by single organizations {53.2 Billion).

Over half of all Standard Mail (A) pieces (excluding
packages and unsolicited publications) originate with
a sender with whom a member of the household has
done business with in the past. A little over 20
percent originates with a business or organization the
household knows, but has not done business with,
and less than 20 percent of Standard Mail (A)
originates with a business or organization with which

the household has no prior knowledge, association or
relationship. Nevertheless, a closer look at
familiarity by average pieces per week shows that
households are more than three times as likely to
receive Standard Mail (A) from an organization they
know or have done business with as they are from an
organization that no one in the household knows.
Table 3.3 shows the average pieces per week received
by households by sender type and familiarity.

Standard Mail (A) Characteristics

This section profiles Standard Mail (A) by its
characteristics (addressing, shape, contents and
seasonal patterns) to add a broader plcture of use
patterns and total volumes.

In some ways, Standard Mail (A) has changed
dramatically since the beginning of the household
diary study. In 1987, 5.29 pieces per household per
week were addressed to a specific person, while 2.39
pieces were addressed to “occupant.” Advertigers
have since developed better ways to reach
households. Today, more than nine (9.20) pieces per
household per week are addressed to a specific person
in the household, with less than two (1.73) pieces
addressed to “occupant, resident, or postal patron.”
for a much higher ratio of specifically addressed
Standard Mail (A) (See Figure 3.2).

1587 H 2000

FIGURE 3.2
Standard Mail (A} Pieces

per Household per
Week by Addressee

Piaces per Household per Weex

Specific Member of Household

Occupont / Resident / Postol Prhon
Addressee

Bose: Stondard Mail (A), Exduding Packages and Unsoficited Publications, Postal Fiscal Year 2000 (65.6 Biffion).
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FIGURE 3.3 % éﬁ
Selected Mail Classifications, £x
Pieces per Household per 23
Week by Ratio of Postol 'g 2
Quarter to Annual § K.
R
&2 Stondord {A) Totol ~ Nonprofit Ongunization  Presorted Stondard, or  Unsolicited Publicaions  Stndard A Pockages
Bulk Rate
Standard [A] Totals and Sub-Totals
Base: Annual Pieces per Household Per Week, Selecled Posiol Classiications, Paskal Fiscal Year 2000 (69 Billion).
Note: Annual Pieces per Household per Week Equal 1o 1.0.
Figure 3.3 compares each postal quarter’s

contribution to the annual pieces per household per
week for selected postal classifications. Pieces per
household per week are presented for each quarter as
a ratio between gquarterly averages and annual
averages. A look at these seasonal patterns shows
that the Presorted Standard, or Bulk Rate within
Standard Mail (A) most closely mirrors seasonal
patterns for total Standard Mail (A). The highest
pieces per household per week are recorded in quarter
one with the lowest estimates recorded in quarter
four, with similar volumes for quarters two and three.

ZIP plus four usage is highly common within
Standard Mail (A) and is ancther feature of Standard
Mail (A) that changed dramatically over the hife of the
study. In 1987, 92.5 percent of Standard Mail (A)
received by households had a five-digit ZIP code.
Only two percent included the regional four-digit
code. Since most advertisers today must get their
mailing lists certified by USPS, and many computer
programs exist to automatically add the four-digit
code, most incoming mail to households should be
coded in accordance with postal regulations. In fact,
74 percent of Standard Mail (A) received by
households in 2000 was coded ZIP+four. Onmly 14
percent included a simple five-digit ZIP code?s.

However, businesses are not as efficient when it
comes to listing their return address. In 2000,
businesses were almost as likely to include their
ZIP+four than not. A little more than 28 billion
pieces simply listed a five-digit ZIP code, while 24.3
billion included the additional four digits.

'3 The remaining two percent were without a ZIP code.

The ‘look’ of Standard Mail (A) has changed over the
years as well (See Table 3.4). Letter size envelopes
now make up a larger portion of Standard Mail (A),
and households receive twice as many of them
compared to 1987. Postcards and catalogs are more

common, while the use of circulars and detached label

cards diminished somewhat.

TABLE 3.4

Standord Mail (A) Pieces per Household per Week by Shape,
Postal Fiscal Yeors 1987 and 2000

Lefter size envelope 1.83 3.13
Larger envelope 1.26 1.74
Detached Label Cord 0.61 0.28
Postcard 0.20 0.69
Cataiog {not in envelope) 1.50 2.09
Flyers/Girculars 212 1.99
Magazines/Newsletters 0.18 0.77
:?e'::ss ::::dlfll;:s':::I g?:er Week 7.70 1212

Base: Standard Mail {4, Excluding Packuges & Unsolicited Publications (65.6 Biflion).

16 See also Appendix Table A3-5.
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TABLE 3.5
Percentoge of Stondard Mail {A) Pieces Sent, Major Business / Organization by Shope"”

Financiol 56.5 222 10 1.8 0.3 45 9.6 2.8
Merchants 13.4 13. 2.6 402 0.5 5.4 18.0 5.6
Services 29.9 15.0 13 6.4 0.6 e 26.9 6.4
Manufacturers 166 20.2 V7 1.6 22 8.7 33.0 3.6
Government 238 10.1 0.4 48 0.6 11.4 36.8 9.7
Social/Nonprofit 436 16.8 0.7 33 0.5 59 18.9 9.1

Base: Standard Mail {(A), Exduding Packoges and Unsolicited Publioations (53.2 Billion); Esfimates represent row percentoges.
Note: Row Percenttoges do not sum o 100 due 1o the exclusion of undlassified cases. Resricled to Mail Pieces sent by single organizafion.

A look at these same characteristics by industry
sender type shows which users prefer which shapes.
1t is important to note that the percentages shown
here represent a proportion of total Standard Mail (A)
originating within each industry sender type. In
other words, volumes may not be the same across
categories, but proportions can be compared.

Table 3.5 shows that the financial sector prefers
envelopes, usually letter size, while Merchants opt for
unpackaged catalogs. Services, which include utility
companies and the health care and entertainment
industries, use addressed circulars/flyers with about
the same frequency as letter size envelopes.
Manufacturers and Government display preferences
for addressed circulars/flyers, while Social/Nonprofit
use letter-sized envelopes most frequently.

Government and Social/Nonprofit use newspapers,
magazines, and newsletters at about the same rate
(9-10 percent}, while Manufacturers use the largest
portion of detached label cards, more than three
times the rate of other businessf/organization types.

Standard Mail (A) package characteristics have less
to do with shape than content and the use of special
services, which include special handling or delivery,
msurance, certification, registration and C.Q.I). The
use of special services is not common for Standard
Mail (A) packages. Almost 92 percent of Standard
Mail (A) packages are delivered without them. Of the
844 million Standard Mail (A) packages, only eleven
million are tagged for special handling and an
additional three million for special delivery. Three

1" Totals exclude unclassified data.

millicn pieces are sent certified, with receipt
requested, and an additional 2.6 million are insured.

The contents of Standard Mail (A) packages in PFY
2000 reveal why special services are used so
infrequently (See Table 3.6). Audio-video materials
are rarely shipped with any special services unless
requested by the customer. The second highest
proportion of Standard Mail (A) packages is
unsolicited samples.

TABLE 3.6

Percentage of Standard Mail {A) Packoges by Contents

Cassette/Video/CD 19.0
Unsolicited Samples 17.8
ltem ordered from Catalog 16.1
Other Mail QOrder 14.1
Bookis) 15
ltem ordered from Store 50
Catalog 1.7
Gift from Friend/Relative 1.4
Invoice 1.4
Other Contents 13.4
Unclassified 2.2

Base: Standard Mail {4) Pockages, Postal Fiscal Year 2000 (844 Million).
Note: Sum greater than 100 due to mulfiple clossification.
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Factors Affecting Receipt of
Standard Mail (A)

There are various factors that might influence an
individual household’s receipt of Standard Mail (A).
Several of these variables are demographic, while
others may have more to do with the household’s
behavior or characteristics.

Educational attainment is highly correlated with
income and will be used in this chapter to make
Standard Mail (A) volume comparisons. Figure 3.4
shows that as educational attainment increases,
Standard Mail (A) volumes increase as well. ’

Standard Mail (A) volumes crossed by household size
also have the expected effect (See Table 3.7). Since a
two-person household is typically two adults,
Standard Mail (A) volumes increase. The third
person is typically a child (in fact, in the 2000 diary

study, three person households contained the largest
percentage of children under six) and therefore we
expect pieces to plateau at this household size.
Volumes then increase slightly as household size (and
potential wage earners) increase.

TABLE 3.7

Standard Mail (A} Pieces per Household per Week by
Household Send Household Income

1 $.83 104
2 10.76 17.43
3 8.08 15.73
4 9.47 17.446
5 or mere 12.22 17.62

Base: Siandard Maif (A), Postol Fiscal Year 2000 (69 Billion).
Note: Household income Information colfected during recruitment infenvdew.

FIGURE 3.4 ‘gﬁ‘g n
Standard Mait (A) Pieces per 2 e
Household per Week by | =
Educational Attainment ‘%
of Head of Household | 2
g

8th Grode or Less Some High Schoof  High Schoal
Gradumte

Educational Anginment of Head of Household

Some Coflege

Technical School  College Graduate
Graduate Work

Postgraduate

Base: Standard Mail {A), Postal Fiscal Year 2000 (69 Billion).
Nate: Educational Ativinment of Head of Household information collected during recruiment interview.

26 Chapter 3: Standard Mail (A)

2000 HOUSEHMOLD DIARY STUDY



Households also have different financial
characteristics or behaviors that influence their
Standard Mail (A) volumes. Figure 3.5 shows that
the amount of Standard Mail (A) pieces received by
households increase as the number of household
financial accounts and credit cards increase.

In addition, households’ online purchasing affects
their Standard Mail {A) volumes. The more previous
purchases they have made online, the more Standard
Mail (A) they receive (See Figure 3.6). This is
understandsble since many direct mail lists are
generated from online transactions.

[ Finonciol Accounts BB Gredit Cords |

FIGURE 3.5 ‘§‘ n
Standard Mail {A) Pieces per B
Household per Week by | —
Household Number of Finandal | &
Accounts / Credit Cards | 8

Household Number of Accounts

Base: Standard Mail (A}, Postal Fiscal Year 2000 (69 Billion).
Note: Account Information collected during recruitment inferview.

LB FIGURE 3.6
@
2 Stendard Mail {A) Pieces per
g Household per Week by
’;8 Nusmber of Previous Household
g Online Purchases
£
g
8
£

None 1-3 ¥ 1710 1-20 21 o More

Number ot Household Internet Purchases - Past 12 Months

Base: Standord Mail (A), Pasial Fiscal Year 2000 {69 Bilion).
Note: Infernet Purchase Activity callected during recruitment inferview.,
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FIGURE 3.7

Pescentage of Stondord Mail
(A} Pieces by Household
Reoding Patterns™

W1

I Read by Household Member

Read by More than One HH Member

3 Looked A, Not Read by Any HH Membes
EJ Discarded, Not Read

I Set Aside for Later Reading

E3 Undossified

Base: Standard Mail (A), Excluding Packages & Unsolicited Publicotions, Postal Fiscal Year 2000 (65.5 Billion).

Recipient Response fo
Standard Mail (A)

This section looks at the treatment of Standard Mail
(A} by households to determine what, if anything,
influences their decision to read, use or respond to the
Standard Mail (A) they receivel8,

In general, households respond favorably to Standard
Mail (A). Over half of all Standard Mail (A) is read

by at least one member of the household. Less than
one-quarter is discarded without being looked at (See
Figure 3.7).

Table 3.8 shows that letter size envelopes are the
most likely “shape” to be read by at least one member
of the household (48.5 percent), followed by catalogs
not in envelopes {42 percent) and addressed
flyersfeirculars/folded pieces (40 percent).

Letter size envelopes are alse the most likely shape of
Standard Mail (A) to be discarded and not read.

TABLE 3.8
Standard Moil (A) Pieces per Household per Week, Shape of Mail Piece by Household Reading Patterns

Letter Size Envelope (25.9) 30.5 18.0 31.0 33.3 166
Envelope Larger than Letter Size (14.3) 17.0 12.0 17.5 17.2 12.9
Catalog in Envelope (1.5) 1.9 2.4 1.2 1.2 28
Catalog not in Envelope (17.3) . 168 254 163 148 368
Detached label postcard (2.3) 1.9 1.7 3.3 39 0.8
Postcard (5.7) 7.1 6.2 71 6.7 1.6
Addressed Flyers/Circulars/Folded Piece (16.4) 17.4 223 18.7 18.1 151
Newspapers/Magazines/Newsletters (6.4} 6.2 105 a8 40 12.7
Cant Classify {10.2) 1 1.5 1.0 0.8 0.7

Base: Standand Mail {A), Excluding Packeges ond Unsolicited Publications, Postal Fiscal Year 2000 {65.5 Billion).

Note: Estimates represent column percentages.

1% Standard Mail (A) packages are excluded from this analysis since
households were not asked to respond to unsolicited samples,

9 See also Appendix Table A3-18.
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However, they are almost twice as hikely to arrive at
households as envelopes larger than letter size,
addressed flyers/circulars/folded pieces and catalogs
not in envelopes; and at least three times as likely as
every other shape within Standard Mail (A).

Households categorize 37 percent of their Standard
Mail (A) as ‘useful information,” while 26 percent is
described as being ‘neither interesting, enjoyable nor
useful’ and additional 15 percent as ‘interesting or
enjoyable.’ Only five percent is labeled ‘objectionable,’

A comparison of these attitudes against household
familiarity with the business or organization sending
the mail reveals that households are more likely to
respond favorably to Standard Mail (A) from
organizations with which they are familiar (See

Figure 3.8). Households classified 63 percent of mail
from a business or organization they recognized as
‘useful.” These businesses also fared the best when
households found a mail piece to be ‘neither
interesting or enjoyable” However, a closer look at
this data reveals less distinct preferences. For
example, households declared about the same
percentage of mail across all three household
familiarity categories to be ‘interesting or enjoyable,
not useful’

Response rates (whether or not a household said they
would respond to a particular piece of mail) show a
similar relationship. Households are more receptive
to mail from organizations or businesses they are
familiar with, as evidenced by Figure 3.9.

[ M Does or Hos Done Business With

Knows, No One Does Business With

3 Orgonizotion No One in HH Knows

FIGURE 3.8

Parceniage of Mail Pieces

Useful Information we fike to
receive Useful

Interesting or Enjovoble, Not  Neither taterasting Nex Useful

Reaction Toward Mail Piece

Percentage of Standard Mail
(A} Pieces, Household
Familiarity of Sender by
Reaction Toward Standord
Mail {A) Piece

Objectionable

Base: Standord Mail (A}, Excluding Packnge and Unsolicited Publications, Postal Fiscal Year 2000 (53.2 Billion).

Note: Resiricted o Mail Pieces sent by single organization.

3 Knows, No One Does Business With O Drganization No One in HH Xnows

|—l Does or Has Done Business With
FIGURE 3.9 80
Percentage of Stundard Mail g Zg
(A} Pieces, Household § =
Familiority of Senderby | 2 ¥
Response to Mail Piee | © %
& q
g 2
< 1
0 |

Response Toward Mail Piece

Bose: Stondard Mail {4), Excluding Packages and Unsalicited Publications, Postal Fiscal Year 2000 (44.3 Billion).
Note: Restricied o Mail Pieces consisfing of advertising or solicitation of funds.
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Direct mail advertising has long been an effective
way for businesses to reach consumers, Advertisers
rely on USPS to reach new clients and repeat
customers. Direct mail is a flexible approach for
advertisers because it allows various forms of
correspondence, i.e. letters, postcards, free samples.
It is also measurable since USPS allows advertisers
to track the effectiveness of their advertisements
through response rates. Finally, it is private:
advertisers share their offers with customers, not
competitors.

This chapter presents annual advertising volumes for
PFY 2000, as well as demographic factors influencing
these volumes in American households. Reactions
and response rates, introduced in Chapter One, are
explored in greater detail here.

Accurate comparison of advertising mail volumes is
difficult, since volumes were calculated differently
throughout the years of the Household Diary Study.
For the purposes of this report, advertising mail is
classified as any advertising, promotional or sales
material received by households in 2000. This
description is not interpreted; it is an exact
tabulation of responses from households in the diary.

Advertising mail in 2000 exists across several postal
classifications, e.g. First-Class, Standard Mail (A),
and Standard Mail (B). First-Class Mail and
Standard Mail (A} include any advertising-only mail,
promotional material/advertisements enclosed with
household mail, or unsolicited publications. Standard
Mail (A) and (B) packages are advertising if the
household described it as an “unsolicited sample.”
Unaddressed material may also contain product
samples or coupons, but this data is not categorized
In the same fashion as First-Class, Standard Mail (A)
or Standard Mail (B). There were 3.2 billion pieces of
unaddressed advertising mail in PFY 2000,
accounting for almost five (4.9) percent of advertising
volumes?20.

# Unaddressed materials are part of tota) advertising volumes, but are not
compared against volumes reported within postal classifications.

- Chapter 4: Direct Mail Adverfising

It should be assumed that totals represented in this
chapter include both advertising-enclosed mail and
advertising-only, in addition to unaddressed
advertisements sent to the househeld in PFY 2000.

Advertising Volume

American households receive over a billion pieces of
sales, advertising or promotional material (in¢luding
catalogs) per week. Advertising mail is the greatest
proportion of mail received by households, accounting
for over half (59 percent) of the total mail received by
households in 2000.

Total advertising volumes in 2000 exceeded 72 billion
pieces. By comparison, bills are the next largest
proportion of mail received by households at 16
billion pieces annually.

Within each postal classification, advertising mail is
categorized in a variety of ways. First-Class
advertising mail is sent either regular First-Class,
presorted First-Class, automation presort or
automation carrier route. Standard Mail (A)
advertising mail can be standard, presorted standard
or bulk rate, standard or bulk rate enhanced carrier
route, nonprofit or nonprofit enhanced carrier route.
Standard Mail (B), the least expensive of the three
classifications, is mailed parcel post, DBMC parcel
post, bound and printed matter or special standard
mail.

20006 HOUSEHOLD DBIARY STUDY
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Table 4.1 is a breakdown of total advertising mail
volumes by postal classification, including the
subcategories to those classifications described
above?l. The advertising volumes represented in the
table do not include advertising mail described by the
household as a “solicitation for funds” or “request for
donation.” Requests for donations account for just
over nine hundred million pieces (9.45) of First-Class
mail and over six billion (6.27) within Standard Mail
(A). I these totals are combined with total
advertising volumes, then households received over
81 billion pieces of advertising mail in 2000, less than
one percent of which were requests for donations.

As shown in the Table 4.1, the large majority of
advertising mail received by households is sent
Standard Mail (A). Standard Mail (A) is driven by
the use of several rates, namely presorted standard
and bulk rate, but more specifically, presorted
standard or bulk rate and enhanced carrier route, the
so-called “saturation” and “high density” rates.
Almost half of the wusers of this rate are
department/discount stores or mail order companies.
This classification alone makes up 19 percent of
annual advertising volumes and accounts for close to
three pieces of household advertising mail weekly.

TABLE 4.1
Advertising Mail by Postal Classification, Percentage of Total Advertising and Pieces per Household per Week

Domestic First-Class Mail Pieces 3.11 ' 233
Advertising Only Q.28 21
Advertising Enclosed 2.83 211

Standard Mail {A) 9.65 721
Presorted Standard, or Bulk Rate 7.98 59.6

Nonprofit Organization 1.14 8.5
Unsolicited Publicaiions 0.42 31
Commercial 0.32 2.4
Nonprofit G.10 0.8
Unsalicited Samples [All Postal Classes) 0.04 0.3
Standard Mail {A) Unclassified 0.1 0.8
Una@dressed Material 0.59 4.4

Total Advertising 12.80 100.0

Base: Advertising Mail Pieces, Postal Fiscal Year 2000 (72.4 Bilfion).

2 Standard Mail (B) is the only exception. Due to low volumes in the study,
percentages were too small to be noteworthy, and therefore, only Standard
Mail (B) totals are represented here. For the purposes of this chapter, First-
Class volumes will be compared against Standard Mail (A) only.
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First-Class advertising makes up almost one quarter
of all advertising mail and is used primarily by the
financial sector. Thirty-nine percent of all First-Class
advertising originates here (See Table 4.2). Financial
advertising is defined as advertising from a credit
card company, bank, credit union, securities broker,
money market account, insurance company, or real
estate broker. In contrast, only 17 percent of
Standard Mail (A) advertising originates in the
financial sector.

Merchants, such as department stores, mail order
companies or publishers, are the second highest user

of First-Class advertising, followed by Services
(utilities, medical professionals or insurance
companies, computer companies, entertainment) and
Social/Nonprofit (political, charitable or nonprofit
organizations). This group of advertisers drives the
volumes of Standard Mail (A) advertising to
American households. Over 50 percent of sall
Standard Mail (A) advertising mail originates in this
sector and results in four pieces of advertising mail
per week to households. The financial sector is a
distant second, sending 17 percent of their
advertising mail Standard Mail (A), followed by
Social/Nonprofit and finally, Services.

When taking note of this rank order, it is ocbvious that
these four user categories generate a large percentage
of advertising mail to households. Their combined
percentage within each postal classification exceeds
90 percent.

'TABLE 4.2

Advertising Moil by Mojor Business / Orgonizotion, Percentage of Totol Advertising and
Pieces per Household per Week, First-Class and Standard Mail {A)

Eﬁz&a‘;.uh

Financial 1.22 39.3 1.43 1 .3
Merchants 0.88 28.2 4.24 511
Services 0.71 228 1.08 13.0
Moanufacturers 0.06 20 0.16 1.9
Government 0.05 1.6 017 2.1
Social/Nenprofit 016 5.3 1.09 13.2
Unclassified 0.03 0.9 0.1 1.3
Total 3. 100.0 8.28 100.0
Base: Advertising Mol Pieces, Including Packages, Postol Fiscol Year 2000 {Firs-Class: 16.8 Bilion; Standard Mail {4): 52.4 Billion}.
Note: Standard Mail (A} Advertising Mail Fieces restricted to mail received from single orgonization anfy.
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Faciors Affecting Advertising Volume

It is interesting to look at how demographic factors
for households may affect their mail volumes, in this
case, the amount of advertising mail received by the
household. In most cases, income, educational
attainment and age of head of household, as well as
household size, are compared against total volumes to
observe a relationship. This chapter uses these
demographic characteristics, with the exception of
age. Whereas income and education can indicate
socioeconomic status, age in itself means little unless
we determine the ages of all household members,
resulting in a mean age per household. Additionally,
this measure has potential for error, as older or
younger members of the household can distort the
mean.

The first household characteristic analyzed is income.
Figure 4.1 shows advertising volumes across all
postal classifications increasing with income.

Households with an annual income exceeding
$100,000 receive an average of 23 advertising pieces
per week, while households earning under $7,000
annually receive only 6.1.

Additional analysis shows that Standard Mail (A)
advertising mail also increases at a more rapid pace
than First-Class across income categories. When
observing differences across collapsed income
categories (households with annual incomes below
$50,000 and those above $50,000), Standard Mail (A)
increases at nearly three times the rate of First-
Class: 23 percent compared to eight.

| 8 First Goss I Stondord Mol {8) Dol |

FIGURE 4.1

Advertising Pieces per
Household per Week

by Postal Classificotion

Pieces per Household per Week

<SS <SI0K <SISK <SI0K  <625K  <$35K  <SO0K <SRG <SBOK  <SIOOK SI00K+

Household Income

and Household Income

Base: Advertising Mail Pieces, Inchuding Pockages, Postal Fiscal Year 2006 (First-Class: 16.8 Biflion, Standard Mail (A): 52.4 Billion).

Note: Household Income Information coflected during recruitment intenview.
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The second factor, educational attainment, displays a
similar relationship (See Figure 4.2). As educational
attainment increases, households receive a higher
volume of advertising mail. Households where the
head of household did postgraduate work receive
three times as much mail as those where the head of
household has an eighth grade or less education.
Again, a higher rate of change is observed in
Standard Mail (A) than in First-Class, but the
difference is cut in half: 33 percent across Standard
Mail (A) and 15 percent across First-Class?2,

2 For the purposes of this anaiysis, educational attainment was separated
by those who attended college or technical school and those who did not.

The relationship between household size and
advertising volumes does not follow the same pattern
demonstrated in income and educational attainment

(See Figure 4.3). There is a slight drop in mail

volumes for three-person households. Instead of an
ascending curve to the right, there is more of a
plateau. This is expected, since additional household
members are typically children who do not generate
high volumes of advertising mail. In fact, the three-
person households observed in the 2000 study
contained the largest percentage of children under
age six.
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Attitudes Toward Advertising

Households demonstrated a declining interest in
advertising mail overall since 1987. Respondents

. . .. . : TABLE 4.3
rated their attitudes about advertising mail using a
scale of ‘would like more,” ‘some are interesting’ and Attitudes Toward Advertising Mail — Trends
‘wish there were less” Table 4.3 indicates that 55 Percentage of Households

percent of households wish they received less
advertising mail in 2000, compared to 30 percent in
1987. The percentage of advertising mail households
find interesting, ie. are likely to read, fell from

almost 63 percent in 1987 to 38 percent in 2000. Wish there were less 304 57.1

Beyond declining attitudes toward advertising mail Some are interesting®3 62.5 36.7
overall, the results show that American houscholds
distinguish between different types of advertising.
Based on the same scale of attitudes from Table 4.3,
households gave higher negatives than positives for
nearly all of the eight advertising mediums tested,
with the exception of newspaper and radio (See
Figure 4.4). Telemarketing fared the worst, followed
by mail, plastic bags on doorknobs, television, e-mail,
radio, Internet and finally, newspaper.

Would like more 5.6 54

Base: US Househokds, Paskal Fisaal Year 2000 (104.8 Million).
Note: Estimates derived from information collecied during recruitment inferview.

LI Would like more/Some is interesting & Wish got Iess]

FIGURE 4.4

Household Attitudes Toward
Advertising Moil by Medium

g

80

20 4

Percentage of US Households

=
}

Newspoper Radio W Mail Plostic Bagon  internet Enail Telemarketing
Doorknoh

Advertising Medium

Base: US Households, Poshal Fiscal Year 2000 (104.8 Million).
Note: Esimates derived from information colleded during recritment inferview.

2% Response changed from “Don’t mind getting some that doesn't interest me
as long as [ also get some that does interest me” in PFY 1999 to “Some are
interesting and enjoyable” in PFY 2000.
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Households’ treatment of advertising mail changed in
two significant ways since 1987, First, the
percentage of those who “usually read” fell (See
Figure 4.5). Second, the percentage of those who
“usually don’t read” doubled. In 1987, nine percent of
households said they usually do not read their
advertising mail, compared to 18 percent in 2000.
However, the percentage of households that “usually
scan” has remained consistent over the life of the
study.

When household reactions to advertising mail by
class were analyzed, Standard Mail (A) received a
more favorable response than First-Class (See Table
4.4). In fact, households labeled 59.9 percent of
Standard Mail (A) “useful” or “interesting,” compared
to 51 percent of First-Class mail. As a result,
households labeled 40.6 percent of First-Class
advertising mail “not interesting” or “objectionable,”
compared to roughly 35 percent of Standard Mail (A).
Unaddressed mail, while not a classification, received
a favorable response by households, who described
nearly sixty percent of it as interesting or useful?4,

# Note that unaddressed advertising mail volumes are only 3.2 billion pieces
annually.

TABLE 4.4

Attitudes Toward Advertising Mail by Postol Clossification,
First-Closs and Standard Mait (A), Percentage of Mail Pieces

Usetul - -' 359 1 43.7
Interesting 15 16.2
Neot Interesting 34.4 29.6
Objectionable 6.2 49

Base: Advertising Mail Pieces, Beduding Packages and Unsolicited Publications, Postal
Fiscel Yeor 2000 (First-Class: 15.3 Bilfion; Standard Mail (A): 49.9 Billion).
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Response to Advertising

Response rates are relatively consistent across postal
classifications. There is a perception by marketers
that households are more responsive to First-Class
mail: it is usually personally addressed to someone in
the household and has a more official appearance. In
fact, households are quicker to dismiss First-Class
advertisements than Standard Mail (A), something
for advertisers to note (See Table 4.5), When asked
whether anyone in the household considered
responding to the advertisement, 24.2 percent of
First-Class advertising received a favorable response
{yes or maybe), compared to 32 percent of Standard
Mail (A). A higher proportion of credit-card
solicitations within First-Class advertising could
explain the higher proportion of negative responses to
First-Class advertising. In fact, credit-card
golicitations make up the largest percentage of First-
Class advertising mail pieces in PFY 2000.

Households typically respond to advertising mail
through the mail, as shown in Table 4.6. They are
nearly twice as likely to do so than by phone or in
person, at least in the case of First-Class mail. The
varying types of advertising mail sent in each class
can explain different response rates between the
First-Class and Standard Mail (A} advertising.
Previous data explained in this section allows that 40
percent of First-Class advertising comes from the
financial sector, which lends itself to response by
mail. For example, responses to credit card
solicitations, loan offers, or life insurance require the
completion of a written application.

In contrast, Standard Mail (A) advertising, driven by
merchants, might consist of department store
advertisements, or offers from other local merchants,
warranting an “in-person” response.

TABLE 4.5

Likelihood of Response to Advertising Mail Piece by
Postal Clossification, Percentage of Mail Pieces

Yes 1.3 1.7
No 655 59.4
Maybe 129 20.2

Base: Advertising Mail Pieces, Exduding Pockages and Unsolicited Publicotions {First-
Class: 15.3 Billion; Standard Mail (A): 40.6 Bilfion).

TABLE 4.6

Type of Response by Household to Advertising Mail,
Percentage of Moil Pieces

By Mail | 43.7 345
By Phone 21.3 235
ln Person 258 328
By Fax 0.3 0.2
Via Internet 38 2.7
Other 1.1 0.1

Base: Adverising Mail Pieces, Bxcluding Packages and Unsolicited Publications
{First-Chass: 3.7 Biflion; Standand Mail {4): 13.0 Biffion}.
Note: Base represents Households responding Yes or Maybe fo Response Quesfion.
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- Chapter 5: Periodicals

Periodicals mail, formerly Second Class, consists
largely of daily or weekly newspapers, weekly or
monthly magazines, and any other periodic
newspapers or magazines sent to households in 2000.
The Periodical Volumes presented in this chapter
include only those delivered by USPS. Newspapers or
magazines delivered by a local carrier or purchased at
a newsstand or grocery store are not included in
household diary data. In addition, the volumes
presented here are only a portion of total Periodicals
Volumes, since over a quarter of periodicals are
received by nonhouseholds, such as doctors’ offices or
other businesses.

To;al Periodicals Volumes
Destinating in Households

Of the mail pieces sent to households in 2000, 7.2
billion pieces were periodicals. This equates to 70
percent of all periodicals and five percent of the total
domestic mail to househoids. Table 5.1 shows a

breakdown of periodicals received by households in
2000,

Households receive an average of 1.32 periodicals per
week. Almost half of all periodicals are monthly
magazines {46.2 percent). The next largest
percentage is weekly magazines, followed by other
periodic magazines (quarterly, bi-annual, etc).

Newspapers make up nearly 30 percent of periodicals
in 2000.

A closer look at these volumes by sender type shows
that publishers, rather than member organizations,
send the vast majority of periodicals (See Table 5.2).
Member organizations include unions, nonprofit or
religious organizations, and professional affiliations.
Table 5.2 reveals that member organizations mail
only slightly more than 20 percent of all periodicals to
households, mostly publications from professional
organizations. “Commercial Organization” is the
largest contributor to household Periodicals Volumes,
accounting for an average of almost one piece per
week per household.

TABLE 5.1

Periodical Pieces per Household per Week ond
Percentage of Total by Type

Daily Newspaper 0.14 10.7
Weekly Newspaper 0.15 1.6
Other Newspaper 0.05 4.0
Total Newspapers 0.34 26.3
Weelkly Magazine 0.23 17.6
Monthly Magazine 0.61 46.2
Other Magazine 0.13 99
Total Magazines 0.97 73.7

Base: Periadicals Received by Households, Postol Fiscal Year 2000 (7.2 Biffion).

TABLE 5.2

Periodical Pieces per Household per Week and
Percentage of Total by Sender Type

Commercial Organization 0.94 71.1
Professional Organization 0.14 10.4
Religious Organization 0.0% 68
Educational Organization 0.06 4.8
Union 0.03 20
Choritable Organization 0.02 1.5
Veteran's Organization 0.01 0.9
Unclassified 0.03 2.5
Total 1.32 100.0

Base: Periodicals Received by Households, Posia! Fiscal Yeor 2000 {7.2 Bifion).
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Supporting the data is an overview of Periodical
Volumes by type of subscription (See Table 5.3). As
shown in the above table, ‘Commercial Organization’
accounts for the largest volumes by sender type. In
2000, a household member ordered and paid for 70
percent of periodicals received by households, or more
than 5 billion periodicals. An additional 21.2 percent,
or 1.5 billion, were free — either ordered by household
member or delivered as a benefit of membership in an
organization.

Total Periodicals Recoived
by Other Means

While the diary study records incoming mail to
households delivered by USPS, households also
received periodicals through other means (e.g.
newsstand or private delivery). Volumes were
collected during the recruitment interview of the 2000
diary study.

The survey captured the number of newspapers or
magazines {(ordered by a household member) a
household receives by mail and the periodicity of the
publications; i.e. how many are daily newspapers,
how many are monthly magazines, etc. Next, the
survey collected information about how many
different newspapers or magazines the household
receives that do not come through the mail, along
with the periodicity questions.

In 2000, households estimated that they received 5.2
billion newspapers or magazines through means
other than USPS. Table 5.4 compares newspaper and
magazine volumes, received by mail and not by mail,

using 1987 and 2000 totals from household
recruitment interviews.

According to households, the number of periodicals
received by mail decreased slightly since 1987. Data
shows little significant variation for those periodicals
households say they received by mail.

In addition, households say they received fewer
periodicals through other means. The average pieces

households received per week fell from 2.3 in 1987 to
1.6 in 2000.

TABLE 5.3
Percentage of Total Periodicals by Type of Subseription

Paid, Oeredy Household Member ) 7.
Free, Ordered by Household Member 8.0
Free, Came with Membership 13.2
Gift Subseription from friend/Relative 4.6
Orther Subscription 14

Base: Periodicals Received by Households, Postal Fiscal Year 2000 (7.2 Biffion).
Nove: Percenlages do not sum fo 100 due fo exclusion of unclossified cases.

TABLE 5.4

Newspapers and Mogazines, Pieces per Household per Week,
Maaner of Receipt

Newspapers 0.55 0.50 1.23 0.92

Magazines 3.23 321 1.0 0.48

Total Pieces per Weelk 3.78 3.71 2.33 1.60

Base: Periodiculs Received by Households, Poskal Fiscal Year 2000,
Note: Esfimates derived from informadion collected during recruitment inferview.
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Factors Affecting Receipt
of Periodicals

There are various factors that might influence a
household’s receipt of periodicals. Several of these
variables are demographic while others are
geographic.

Income would seem to influence volumes since
periodicals are typically received through a paid

subacription (55 percent in 20600). Figure 5.1 shows
that as income increases, Periodical Volumes
increase.

Educational attainment — is highly correlated with
income and is used in this chapter to make
Periodicals Volume comparisons. Figure 5.2 shows
that as educational attainment increases, households
receive more periodicals. However, volumes for
college graduates and those who have done post-
graduate work fell considerably since 1987.
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Satisfaction with Delivery

Arrival times and delivery patterns are important to
USPS customers and are therefore analyzed in the
household diary study. Each time a household logs =
piece of periodicals mail, they comment on its arrival
time and the convenience of its delivery. For
example, was the piece late? Was it so late that it
caused the household difficulty or inconvenience? Or
is the delivery date irrelevant? Table 5.5 shows
arrival times of pericdicals for all households.

Arrival times for periodicals are not problematic; in
fact, of those pieces that were expected to arrive on a
particular day, more than 93 percent arrived on time
or earlier than expected. Households are twice as
likely to receive their periodicals earlier than
expected, rather than later.

Figure 5.3 looks at the percentage of periodicals that
either “arrive on the day expected or earlier than
expected.  The Northeast receives the highest
percentage of on-time periodicals at 95.6 percent,
while the remaining geographic regions fluctuate
between 92.5 and 93.6 percent. This means

FIGURE 5.3

Percentage of Periodicals
Asriving On-Time by
Geographic Region

TABLE 5.5

Periodicol Pieces per Household Per Week and
Percentage of Total by Arrival Times

Earlier than o - o.n 8.4
On Day Bxpected 0.60 455
Later than Expected 0.05 38
Mot Expected to Arrive on Particular Day 0.52 394

Base: Periodicals Received by Households, Postal Fiscal Year 2000 (7.2 Billion).
Nete: Perceniages do not sum o 100 due o exdusion of unclassified coses.

that on average, out of every one thousand periodicals
that are expected to arrive on a particular day, only
44 arrive late in the Northeast, with slightly higher
numbers of periodicals that arrive late in the rest of
the country.

This difference could be due to the smaller geographic
area of the Northeast, higher net residential density,
or a disproportionate number of periodicals may
simply originate there.

Base: Periodicals Received by Households (Expected fo omive on a particulor day), Postal Fiscol Year 2000 (4.7 Billion).
Note: Geographic Region information collected during recruitment inferview,
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Of the 7.2 billion Periodicals mailed to households in
2000, less than one percent arrived so late as to cause
inconvenience {0 households. This percentage is
slightly less than in 1987. Table 5.6 shows
households’ need for delivery of Periodicals in 2000,
as compared to 1987.

In Table 5.7, totals across delivery categories are
compared by geographic region. The data shows that
households in the central region account for the
largest percentage of late-arriving mail. In fact, this
region is at least two times as likely as every other
geographic region to receive Periodicals mail late.

TABLE 5.6
Periodicals — Percentage of Totol by Attitude Toword Timing of Arrivel

Could Arrive Later/No Difficulty 40.2 322
Should Come on Proper Doy 19.5 252
Has No Regutar Delivery Day 2.0 17.4
Amives Late/Causes Difficulty 0.9 08
Delivery Date Not Important 227 20.3
Other 0.4 0.2
Don't Know/No Answer 7.2. - 38
Total 100.0 100.0

Bose: Pericdicals Received by Households, Postol Fiscaf Year 2000 (7.2 Billion).

TABLE 5.7
Periodicals — Percentoge within Attitude Toward Timing of Arrival by Geographic Region

Could Arrive Later, 18.3 176 265 20.6 17.0
Should Come on Proper Day 151 17.4 31.4 235 12.6
Has Na Regular Delivery Day 182 17.1 303 9.7 147
Arrives Late/Causes Difficulty 16.7 7.8 16.2 459 13.4
Delivery Date Not important 16.1 181 30.4 214 14.0
Other 2.9 578 7.3 223 2.6

Base: Periodicats Received by Households, Posial Fiscal Year 2000 (7.2 Bifion).

Note: Estimates represent row percenfages.
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Chapter 6: Packages

The diary study collects a variety of information
about the packages received and sent by households
in PFY 2000. This information includes package
classification, delivery method, use of special services,
sender type, contents and reason for sending the
package. This chapter presents an overall picture of
package volumes as well as characteristics of
households who sent and received packages using
USPS in PFY 2000.

There are wvarious classifications available for
households and nonhouseholds to send packages
through USPS. They are: First-Class, Priority and
Express, Standard Mail (A) (nonhouseholds only),
Standard Mail (B) and Special Standard.

First-Class mail receives prompt handling and
transportation. It is generally delivered overnight to
locally designated cities and within two days to
locally designated states. Delivery by the third day
can be expected for outlying areas. Priority mail
offers preferential handling and expedited delivery.
All First-Class mail exceeding 13 ounces is treated as
Priority. Express mail i1s the fastest mail delivery
service the USPS offers. It provides guaranteed
overnight delivery service 365 days of the year and is
automatically insured up to $500. Standard Mail (A)
is used primarily by retailers, catalogers and other
advertisers to promote their products or services. It
has minimum volume requirements and is often used
to send items ordered by households. Standard Mail
(B) consists of mailable matter that is not required to
be mailed as First-Class, not mailed as Standard Mail
(A), and not entered as Periodicals. It must weigh
over a pound. Standard Mail (B) consists of several
subclasses, Including Parcel Post, Bound Printed
Matter, and Special Standard (a special category for
books, film, printed music and test materials,
manuscripts, sound recordings and computer-
readable media). Advertising restrictions apply.

Packages Received by Households

Households received 3.4 billion packages in 2000, a
significant increase from 1.2 billion?% in 1987. In
2000, households received an average of 0.64
packages per week per household, compared to 0.26
in 1987.

* Volumes calculated using 1987 mean volumes and “Intercensal Estimates
of Total Households." July 1. 1987, Bureau of the Census. lssued Octoher
1994, There were an estimated 88.8 million households 1n 1987,

USPS delivered seventy-one percent, or
approximately 2.5 billion of these packages. This
includes First-Class, Priority and Express, Standard
Mail (A) and (B), as well as packages delivered to
foreign destinations (See Table 6.1). The second most
common delivery method was UPS Ground Service, at
8.1 percent or 278 million packages.

Previcus data presented in Chapter Three illustrates
that a large proportion of Standard Mail (A) packages
were sent to households in response to an order by a
member of the household. Not surprisingly, Standard
Mail (A) and Standard Mail (B) packages make up
almost two-thirds of all packages received by
househaolds in 2000, since both classifications are
used for this type of delivery. Priority and Express
packages account for the smallest portion of USPS-
delivered packages received by households in 2000.

TABLE 6.1
Packages Received by Households ond Delivered by USPS,
Percentage of Total
Standard Mail (A) 353
Standerd Mail (B) 24.1
First Class 19.4
Priority and Express 18.5
Foreign Packages 0.3
Unclassified 2.4
Total Packages 100.0

Base: Packoges Received by Households & Delivered by USPS, Postat Fiscat Year 2000
(2.5 Billion).
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Roceived Package Characteristics

Sixty percent of packages received by households, or
slightly more than two billion packages, were sent by
a business to a household member. These deliveries
were either in response to an order from a household
or for another reason, such as a free gift in exchange
for membership. Households sent only nine percent
of packages received by households in 2000.

In fact, a closer look at sender type and contents
among packages received showed that 80.5 percent of
items ordered from a catalog or retail store and sent
to a household were mailed using USPS26. USPS is
also retailers’ delivery method of choice for 92 percent
of books and audio materials sent to households and
almost 300 percent (99.4) of unsolicited samples or
advertising.

Retailers, or merchants as they are called in the
HDS, are the largest user for every delivery method.
They are responsible for 61 percent of packages
delivered to households hy USPS.

Special services available for a fee in addition to
postage included special handling, insured mail,
collect on delivery (COD), registered mail and

certificate of mailing. Special handling made up the
only significant percentage of selected services, which
is 2.4 percent (81.6 million) of total packages received
by households in 2000. Special handling provides
preferential handling but not preferential delivery
and was available for First-Class Mail, Priority Mail
and Standard Mail (B).

Factors Affecting Package Receipt

Package receipt increases with income in 2000 but
levels off across middle-income categories (See Figure
6.1). This could be due to household purchasing
patterns changing with income.

In PFY 2000, almost one-quarter of households with
an annual income exceeding $64,000 has five or more
credit cards from retail stores, compared to 13
percent of households earning between $25,000 and
$50,000 annually. The same ratio is true for major
credit cards, e.g. MasterCard and Visa. In fact, the
average number of major and retail credit cards per
household is 4.0 for households earning $25,000 to
$45,000 annually and 6.3 among households with
annual incomes exceeding $65,000.
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Base: Packages Received by Households, Postal Fiscal Year 2000 (3.4 Billion).
Note: Household Income Information collected during recruitment inferview.

1t should be noted that these are not mutually exclusive categories since
households were allowed to select more than one content and sender type.
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Other behavior patterns (or simply a smaller sample
size) may contribute to the higher mean in the initial
education category in Figure 6.2. Nonetheless, as
educational attainment increases, package receipts
increase. It is worth noting that the highest mean
within educational attainment at the postgraduate
level is .83, while the highest mean by income, and
for households whose incomes exceed $100,000
annually, is .1,

Packages Sent by Households

American households sent 638 million packages in
2000, using USPS 853 percent of the time.
Households demonstrate a clear preference for First-
Class, Priority and Express mai! (See Table 6.2),
sending 70 percent of their packages using these
methods.

UPS Next Day Air, UPS Third Day Select and UPS
Ground combined for an additional 16 percent.
Households are typically sending the package to a
friend or relative (See Table 6.3).

Factors Affecting Packages Sent

The household diary study captures additional
charactenstics of households that sent packages in
2000. This portion of the study takes a closer look at
household-level behavior, with minimal interference
by mnonhouseholds. The wvolumes tend to be
misleading however since households may change
their behaviors during the week they complete the
diary. It is assumed that volumes are slightly higher
than reported.

TABLE 6.2

Packages Sent by Households using USPS,
Percentoge of Total by Postal Classifications

| Priority & Express 431
First Class 270
Special Standard/Parcel Post 135
Standard 10.5
Foreign Packages 2.8
Unclassified 30

Total Packages 100.0

Base: Packoges sent by Households using USPS, Postal Fiscal Year 2000 (355.6
Million}

TABLE 6.3

Reasons for Sending Packoges

Gift or Other Hem sent to Friend or Relative 52.2
Returning Merchandise Ordered 224
Returning Unsolicited Merchandise 3.4
Orher 218
Total 100.0

Bose: Packnges Sent by Households, Postal Fiscal Year 2000 (638 Million).
Note: Percentages based on valid responses only.

FIGURE 6.2
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Figures 6.3 and 6.4 complete the picture of packages
sent by households in 2000, comparing packages sent
against household income and  educational TABLE 6.4
attainment. This data mirrors package receipts :

comparisons, but on a much smaller scale. In the
case of income, higher income households tend to
send more packages. Dips in this curve are most

Iikely due to smaller sample sizes within each
category.

In general, educational attainment has a positive
impact on the number of packages sent. While
differences in the number of packages sent seem to
fluctuate among lower levels of educational
attainment, the positive impact of higher education
{(i.e. college graduate, postgraduate work) appears to
maintain a strong effect.

Packages sent by households are relatively consistent
across geographic regions (See Table 6.4).

Packages Sent per Household per Week by Geographic Region

East 012
Northeast 0.4
South 0.1
Ceniral 0.09
West 9.14

Bose: Packuges Sent by Households, Postal Fiscal Year 2000 (638 Million).
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Additional factors might also influence when
households use USPS to send their packages. For
example, are households that rent PO boxes more
likely to use USPS to mail their packages? Do they
vigit the post office more frequently? Recruitment
data was analyzed to determine whether there was a
relationship between these household characteristics.

Results indicate that use of a PO box does not
influence a household’s decision to use USPS.
Households with a PO box use USPS to mail their
packages 61 percent of the time, choose a private
mailing service or shipping company 30 percent of the
time, and the remaining portion say they use neither.

These percentages are not significantly different from
those households who do not have a PO box. The
latter use USPS 58 percent of the time, opting for an
alternative shipping method 29 percent of the time.

Households’ primary reason for choosing another
delivery method over USPS is that they find the other
gervice is more convement or simply closer (32
percent), offers longer or later hours (eight percent),
has faster overnight delivery (eight percent) or a
shorter wait time since it is less crowded (six
percent).
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- Chapter 7: Electronic Communication
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The wuse of technology has increased steadily
throughout the past decade and is affecting the way
households communicate and do business. While e-
mail is an essential piece of almost every office
environment, American households have gained
access at a slower rate. This makes it difficult to
assess what impact the Infernet is having on
various types of business, specifically the USPS.

Historically, U.S. households relied extensively on
USPS to handle personal and business
communications. For example, bill payments are
made almost exclusively by mail (See Chapter 2).
However, as technology becomes more affordable,
more households look to the Internet for services.
As a result, it is in the interest of USPS to monitor
household ownership of personal computers, access
to the Internet and various other related factors in
an effort to anticipate the needs of American
consumers in the future. This issue raises several
questions that deserve further discussion: Who is a
typical Internet user? Who are the technology
adapters: those people most likely to use more
technology as it becomes available? How common is
Internet usage in American households today and
what services are consumers looking to the Internet
to provide? Does Internet access significantly
influence a housgehold’s reliance on USPS?

This chapter presents the most current information
available about who is most likely to use the
Internet and how they are using it. One fact:
household access to technology is increasing rapidly
across traditional barrers of income and education.
Watching these households is the key to
understanding how the Internet will change
traditional mail in the future.

Profile of a Likely Internet User

Likely Internet users, and therefore houscholds
which have the easiest access to diversion-related
technologies, generally Live in a household whose
income exceeds $65,000, where the head of
household is a high school graduate, has at least
some college education and might describe
themselves as a white collar professional.

Households in this income level typically have a
personal computer or PC (88 percent in PFY 2000},
access to the Internet (80 percent of those with a PC),
and use e-mail to communicate with others (75 percent
of those with Internet access). Eighty-four percent of
these households have heard of Internet bill pay
gervices, but only 10 percent pay any bills via the
Internet. However, it is significant to note that this
total represents a sizeable difference when compared to
lower income -categories. Households with annual
incomes of $65,000 or more are ten times more likely to
pay their bills online as those earning under $25,000
annually, and twice as likely as those earning $50,000
to $64,999 annually.

|71§Le

Lives in a household whose annual income exceeds
$65,000; possesses aof least some college
education; owns a PC with Infernet access; enjoys
e-mailing; 15 aware of Internet bill payment services
and may use them; makes one online purchase per
rmonth.

The bills these households pay online are essentially
evenly dispersed over all categories. These households
are just as likely to pay their telephone bill online as
their credit cards, utilities, or even their mortgage.
When asked why they use the Internet to pay these
bills, 85 percent cite it is easy to use, while an
additional four- percent says it saves time. [t is also
worth noting that seven percent of these households
say that they receive bills via the Internet.

Higher income households also communicate and make
more purchases online than other income categories.
In fact, these households average one online purchase
per month compared to only 0.16 for households with
annual incomes less than $25,000. They send an
average of about three (2.54) electronic greeting cards
per month and four (4.29) e-mails per month overseas.
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Access 1o Tech HOIOyy to PFY 1999 'totals. in gddition, a large_ percentage of
households in lower income categories anticipate
Fifty-eight percent, or over 60 million households, getting a PC in the near future (See Figure 7.2).
own a PC?" with the ability to own a PC largely
dependent on income. More than ninety percent of
households with an annual income exceeding
$100,000 own a PC, compared to 23 percent of those
with annual incomes under $7,000 (See Figure 7.1).
Generally, computer ownership is more widespread
across all income categories. In PFY 2000, more PC ownership is most prevalent in households with
households in middle-income categories said they three or more members, and is crossing traditional
have a PC (See also Appendix Table A7-1) compared educational attainment barriers. Slightly more than
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Baose: US Households, Postal Fiscal Year 2000 {104.8 Miflion).

Note: Question changed in PFY 1999 from *Does this household have a personal computer?® to “Does your household own one or
mare personcl camputers€” in PFY 2000.
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Base: US Households, Postal Fiscal Year 2000 (104.8 Million).

Nate: Question chonged in PFY 1999 from “Does this household have a personal compufer?” fo “Does your household owr one or
more personal computerse” in PRY 2000,

** There were 104 8 million households in the IS in 2000, Source: Current
Population Survey. March 2000. Bureau of the Census. An expansion
factor of 10811.0 was used to compute all volumetric totals.
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access” in PFY 2000. Above PFY 2000 dota recoded to, “Do you have Inferet access2”

twenty percent of head of households with an 8th
grade or less education own a PC in 2000. This
percentage is more than twice the 1999 total of 8.2
percent (See Appendix Table A7-2).

Although 24 percent of all households use a fax
machine or a PC with fax-capabilities to send fax
communications, household fax capability is not
increasing as rapidly as PC ownership (See Figure
7.3).

Electronic Communication /
Online Consumption

How common is e-mail usage among households?
Forty-seven percent of households have PCs with
Internet access, translating to 49 million households

nationwide. Almost seven million of these households
have access on more than one computer. The income
barrier is again prevalent; households with annual
incomes exceeding $65,000 annually are four times as
hikely to have access to the Internet than those earning
less than $25,000 annually (See Figure 7.4) (See also
Appendix Table AT7-1).

Of those households with Internet access, higher
income households (those with annual incomes over
$65,000) are most likely to use the Internet to send
personal greetings. When respondents were asked
about the number of electronic greeting cards sent in
the past month, the average number reported was 2.54
in households with annual incomes exceeding $65,000,
compared to 0.87 for households with annual incomes
of less than $25,000.
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This linear relationship can also be seen when
respondents were asked how many times they e-
mailed friends or relatives overseas in the past year.
Higher income households were four times as likely
to have done so than those households with annual
incomes less than $25,000. Does this mean these
households are substituting some of their letters,
cards, or telephone calls with e-mail? Not according
to additional data. As shown in Table 7.1,
households with Internet access use traditional
forms of communication (telephone calls, cards, and
letters) with about the same frequency as
households without Internet access. Therefore,
Internet access serves to supplement overseas

communications, rather than replace traditional
means.

TABLE 7.1

Average Number of Monthly E-mails, Cards and Lesters,
and Phone Calls Overseas

Email 2.78 0.43
Phone Cails 2.4 2.05
Cards and Letters |. 2.82 273

Base: Average Monthly E-mails, Cards, Letters and Overseas Phone Calls sent or placed
by US Househokds.

American households reported making 46.4 million
cnline purchases in the last month2, Although a
monthly average of 045 online purchasea per
household makes up a relatively small percentage in
the overall economy, it is significant to establishing a
profile of households who use the Internet. Twenty-six
percent of all households said they made an online
purchase last year, compared ‘to 10 percent of
households with an annual income less than $25,000.
This is evidence of increasing access across all income
categories (See Figure 7.5).

FIGURE 7.5

[ Under S25¢ B525¢-49.9 CIS50K-64.9 IRS65K+ |

PFY 2000 Online

Purchases Made in Past

12 Months by Income

Percentage of US Households

7-10 1-20 21-50
Number of Online Purchases - Previous 12 Months

51 or more DK/HA

Bose: LS Households, Postal Fiscol Year 2000 {104.8 Milfion).

2 Since people are more likely to accurately recall their activities in the past
month, annual volumes are probably low due to underreporting.
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percent in PFY 2000 (See Appendix Table A2-49). As a
portion of total volume, households in PFY 2000 make
24.7 million online bill payments per month; two
percent of the total monthly bills paid per household.

Households’ Internet purchasing increases with
PC? ownership and Internet access, and therefore
mirrors patterns seen in the profile of the likely
Internet user. There is an additional relationship
between households who shop online and those who
use the Internet to pay bills. In fact, of households
who pay bills online, 79.7 percent made one or more
Internet purchases in the past year. Over half (54.3 Nearly 10 percent of those households with a PC pay
percent) made an Intermet purchase in the past bills online. In terms of income and educational level
month. Just over six percent of households that pay  of the household, 37.4 percent of those who pay bills
bills by traditional mail said they made at least one online graduated from college, while an additional 21
online purchase in the past year, compared to 5.9 percent did at least some postgraduate work. Sixty-

percent in the past month. four percent categorize themselves as white-collar
professionals, while 47 percent are households with
on’iﬂo B"" Pﬂymeﬂf annual incomes of $65,000 or higher.

Online bill payment has increased from less than ?}Ilmetly perlt):ent of h: Psehdd;)WhO pay bills online say
two percent of households in PFY 1999 to four €y 00 50 because 1t1s easy 1o use.

* Just over forty percent of households that own a PC made at least one
Internet purchase in the past year, compared to 3.4 percent of households
without PCs.
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. Chapter 8: Summary and Conclusions

Total mai! volumes grew in 2000. Total domestic
mail reached 204.6 billion pieces. Of this total, 156.7
billion mail pieces (77 percent) were sent or received
by households. While the 2000 HDS is segmented
primarily by postal classification, this chapter
summarizes key points of the HDS by sector:
nonhouseholid-to-household mail, household-to-
nonhousehold mail, and finally, the closed loop that is
household-to-household mail.

Nonhousehold-to-Household Mail

Mail from nonhouseholds dominated the household-
based market at 133.8 billion pieces. Fifty-one
percent of nonhousehold-to-household mail was sent
Standard Mail (A). One-third was mailed First-Class.

Merchants (department stores, mail order companies,
and publishers) are the largest senders within this
sector. Households received more mail from
Merchants than any other industry sender type.
Merchants were three times as likely to use Standard
Mail (A) as First-Class. Mail from the financial
sector was a distant second. This latter sector
overwhelmingly used First-Class.

2000 diary data suggests that a large portion of
Standard Mail (A) is used for cross-marketing new
products and services to existing customers. Over
half of Standard Mail (A) was sent by a business
organization with whom the household has done
business in the past. Standard Mail (A) 1s also
changing its “look” to appear more like First-Class.
In 2000, Standard Mail (A) was more likely to be
addressed to specific member of the household than
in 1987 and to use letter size envelopes.

First-Class catalog advertising appeared to be a
strong niche market. Forty-two percent of households
receiving First-Class catalogs reported that they were
considering responding {(compared to 11 percent of
Standard Mail (A) catalogs). First-Class catalog
responders tended to be older (age 45 and older) than
nonresponders.

Online shopping did not yet appear to have had a
strong impact on this catalog market. Eight percent
of respondents reported enjoying shopping via the
Internet “quite a bit or very much,” and 14 percent
disclosed making at least one online purchase in the
last month.

Both catalog and online shopping behaviors resulted
in business for USPS. Eighty percent of items
ordered from a catalog or retail store and sent to a
household were mailed using USPS. USPS is also
retailers’ delivery method of choice for 92 percent of
books and audio materials sent to households.

Bills and invoices comprised almost cne-third of the
First-Class mail sent by nonhouseholds. Currently,
this source of USPS revenue has not been affected by
Internet delivery of bills and invoices. Only four
percent of households reported receiving any bills via
the Internet, whereas 47 percent of households
reported having access to the Internet. Receipt of
bills via the Internet was limited to households with
annual incomes greater than $65,000, while the
majority of households with annual incomes greater
than $35,000 had access to the Internet.

As might be expected, the majority of mail sent to
households by nonhouseholds was in the form of
advertising. In fact, advertising, including requests
for donations, is the greatest proportion of mail
received by households, accounting for 59 percent.
Household’s reactions to the increase in advertising
mail are mixed. On the one hand, more than half of
all households say at least one person in the
households reads advertising sent First-Class or
Standard Mail (A). On the other hand, 57 percent of
households wish they received less advertising mail
(compared to 30 percent in 1987). The percentage of
advertising mail that households find interesting or
are likely to read has fallen from 63 percent in 1987
to 37 percent in 2000.

Of periodicals received by households through the
mail, most are monthly magazines (46 percent)
followed by weekly magazines (18 percent), weekly
newspapers (12 percent), and daily newspapers {11
percent). The number of newspapers received by mail
decreased since 1987, while the number of magazines
received through the mail increased slightly. In fact,
it appears that the number of magazines households
receive through means other than the mail decreased.
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Packages received by Thouseholds increased
gignificantly from 1987. Of these packages, 71
percent were delivered by USPS. The second most
common delivery mechanism was UJPS ground service
(8.1 percent).

Household-to-Nonhousehold Mail

Household-to-nonhousehold mail totaled 4.5 billion
pieces or 7.6 percent of total domestic mail in 2000.
This total represents an increase in volume — from 2.1
pieces per household per week in 1987 to 2.9 pieces
per week in 2000. Virtually all household-to-
nonhousehold mail was sent Firaet-Class (98.5
percent), with the remaining 1.5 percent sent Priority
Mail,

Bill payments accounted for 49 percent of all First-
Class mail sent by households. Mail is still the
dominant vehicle for bill payments. Ninety-four
percent of households reported using the mail to pay
their bills. Utility bills (telephone and electric) were
the most frequently mentioned types of bills paid by
mail. Households primarily use the mail because it is
“easy to use,” and cite “habit” as a very distance
second.

Only four percent of households say they use the
Internet to pay their bills. Credit cards were the
most frequently mentioned type of bills paid by
Internet. Most people who used the Internet to pay
bills did so because “it’s easy to use” -- an important
finding for eBillPay market expansion.

Households were asked if they were considering
responding to the advertisements contained in mail
pieces received. For those pieces that arrived via
First-Class, households indicated that they would
most likely respond by mail (44 percent), followed by
in-person (26 percent) and phone (21 percent). Few
(four percent) indicated that they would respond via
the Internet.

Household-to-Household Mail

Household-to-household mail totaled 7.4 billion pieces
and comprised only 3.6 percent of total domestic mail,
declining from 4.8 percent in 1987. Its affect on the
overall mail stream was slight however; this decline
represented only a small drop in pieces per household
per week, from 1.6 to 1.4. Household-to-household
mail primarily was sent First-Class (98 percent), with
the remaining two percent sent Priority Mail.

Use of First-Class mail for personal communications
declined since 1987. In 2000, about 18 percent of all
First-Class mail sent by household was greeting
cards, including holiday cards, and nine percent was

letters to a friend or relative. In total, First-Class
mail sent for any personal reason comprised 31
percent of First-Class mail pieces compared- to 68
percent of pieces that were sent for household
business reasons.

PFY 2006 found 43 percent of all households using e-
mail to communicate with others and 21 percent
sending electronic greeting cards. Yet, 81 percent of
households reported sending at least one personal
letter in an average month, and 82 percent reported
sending at least one non-holiday greeting card in an
average month. Of households with friends or
relative in a foreign country, 12 percent have used e-
mail to communicate in the last twelve months, while
25 percent have sent cards or letters.

Conclusions

Total mail sent or received by households increased
from 22.6 pieces per week in 1987 to 28.5 pieces per
week in 2000.

The most significant increase in pieces per household
per week was evidenced for Standard Mail (A), but
pieces within all mail classifications with the
exception of periodicals increased since 1987. Most of
the mail received by households contained some form
of advertising and a slight majority of households still
reported reading direct mail advertising. However,
households are becoming increasingly intolerant of
advertising appeals regardless of means of delivery.
This trend may influence future readership levels.

Bill payments comprised the largest single portion of
mail sent by households. Electronic payment of bills
will not influence these volumes for the near future.

Overall, use of the mail for personal communications
i1s declining. Whether this is due to increased use of
email and electronic greeting cards or to broader
lifestyle or generational shifts has yet to be
researched. A technology augment has been added to
the HDS for 2001. It is anticipated that this data will
offer additional insight into how the Internet will
impact traditional mail in the future.
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Table A1-1
Total Domestic Mail
Originating in Households and Nonhouseholds

Postal Fiscal Years 1987, 1999 and 2000

Porcentage of Total Domestc Wil

1999

S 2b00 "

S _ 198

Household-to-household 4.8 2.9 3.4
Household-to-nonhousehold 6.4 4.0 7.6 ,
Nonhousehold-to-household 55.5 50.0 65.4 18.5 18.6 23.4
Federal government-to-household* 1 0.5 1.0 0.4 0.2 0.4
Unknown incoming 0.3 0.4 0.1 0.2
Unknown outgoing 1.0 0.0 0.3 0.0

Total Household Mail 69.1 57.9 76.6 230 21.5 28.1
Nonhousehold-to-nonhousehold 30.9 42.1 23.4

Total 100.0 100.0 100.0

*Does not include State & Local Government; therefore, totals presented here will not be identical to totals appearing in Table 1.1,

Note: Total Mousehold Mail includes summation of Househeld-to-househeld, Household-to-nonhousehold, and Nonhousehold-to-househald.
Government-to-household included in Nonhousehold-to-household mail.




Table A1-2
Mail Received by Households @
by Class
Postal Fiscal Years 1987, 1999, and 2000

| - Parcant of Total ?iecaé Per Weak :Piei:es Per Household Per Week -

{ S Sl 1987 | 1999 1 2000 | 1987 ) 1999 | 2000
First © 421 430 41.3 B.64 8.61 10.58
Periodicals 8.2 5.1 52 1.69 1.03 1.32
Standard Mail (A} @ 47.6 50.7 49.9 9.77 10.14 12.75
Standard Mail (B) 0.3 0.2 0.4 0.06 0.04 0.
Government 1.8 0.9 3.2 0.36 0.19 0.83

Total 100.0 100.0 160.0 20.52 20.01 2559

@includes priority mail

@Includes single piece mail



Table A1-3
Total Mail® Overview:
Content of Mail Received by Households
{Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

NON-ADVERTISING

Personal 7.5 5.3 5.1
Bills ® 12.5 138 11.0
Financial Statements ' 472 4.4 4.3
ADVERTISING
First-Class advertising only 4.7 7.4 6.7
First-Class advertising enclosed 55 6.8 10.9
First-Class business invitations announcements 1.2 2.4 1.5
First-Class requests for donations 0.4 0.3 0.7
Standard Mail [A) advertising 30.7 36.8 353
Standard Mail {A) requests 0.5 0.5 4.4
Standard Mail [A) nonprofit advertising 2.4 2.5 4.4
Standard Mail {A) nonprofit requests 372 39 3.8
Tofol- Adve.rﬂsing ‘erfh Request For Donations 48.4 606 47 7
{not including Periodicals)
To#oi- Advelmsing Wifhouf Reguest For Donations 44.5 550 588
{not including Periodicais)
Newspapers 2.9 1.2 1.8
Magazines 4.7 3.4 4.5
Total Advertising (including Periodicals) 56.2 65.2 74.0
OTHER:
Other Standard Mail {A) ® 6.7 4.3 3.6
Other Standard Mail {A) nonprofit ® 3.7 2.4 2.0
Federal Government 1.7 1.0 1.0
International 0.5 0.1 0.2
Ciher @ 12.5 9.4 11.3
Total @ 105.5 105.9 112.5
Pieces per household per week ® 205 20.0 23.4

@ Does not include packages.

@ Mostly other First-Class.

@ Equals more than 100% because First-Class advertising enclosed is counted twice. .
@ First-Class advertising enclosed is only counted once..

® Includes credit card statement/biil.

® Request for donations is now a separate category under advertising.



Appendix A2: First-Class Mail




Table A2-1
First-Class Mail Contents of Mail Received by Households
Postal Fiscal Years 1987, 1999 and 2000

[ IR -} -Percent of Total Mail : P’ecas Per Household Per
- Content e Recetved by Households - Week -
Sl o =11987 11999 | 2000 F 1937 j 1999, ] Zﬂﬂﬂ; :
Personal:
Holiday card 3.2 2.1 1.7 0.55 0.39 0.44
Other greeting cards 1.7 1.3 1.2 0.29 0.25 0.31
Letter 2.7 1.4 1.3 0.46 0.26 0.33
Package 0.1 0.0 0.2 0.01 0.01 0.02
Invitations 0.7 0.5 0.5 0.12 0.09 0.13
Announcements 0.2 0.1 0.2 0.03 0.03 0.04
Other persenal 0.5 0.2 0.3 0.09 0.04 0.09
Total Persongl 9.1 5.6 5.1 1.55 1.07 1.36
Business or Nonfederal Government;
Advertising Only 5.2 7.8 6.7 0.89 1.47 1.75
Notice of ¢rder 1.4 1.2 1.4 0.23 0.22 0.37
Bill/inveice/premium* 14.7 14.7 11.1 2.52 2.77 2.88
Financial staiement 5.0 4.7 4.3 0.87 0.88 1.13
Payment 1.9 1.2 1.0 0.32 0.22 0.27
Rebate 0.1 0.1 0.1 0.01 0.02 0.03
Greeting card 0.3 0.3 0.3 0.05 G.05 0.09
Invitation or announcement 1.5 2.5 1.5 0.26 0.48 0.40
Sweepstakes C. 0.1 - 0.01 G.01 -
Receipts for direct deposit 0.0 0.0 - 0.01 0.00 -
insurance pelicy 0.2 0.2 - 0.03 0.03
Tax forms 0.0 0.3 - 0.01 0.05 -
Other business or government 6.7 4.0 2.7 1.14 0.75 0.70
Packages 0.1 0.1 0.2 0.02 0.03 0.03
Total Business or Government 37.2 37.2 29.2 6.37 65.98 7.65
Social/Charitable/Political/Nonprofit:
Announcement/meeting 1.3 1.5 1.3 0.22 0.2% 0.34
Request for donation 0.4 0.3 0.7 0.07 0.06 0.18
Confirmotion of donation 0.2 0.1 0.5 0.03 0.03 0.14
Bill/invoice/premium 0.3 0.1 0.5 0.04 0.03 0.12
Educational acceptances 0.1 0.0 - 0.02 0.01 -
Other social/charitable/political/nonprofit 1.2 0.5 0.6 0.20 0.09 Q.15
Total Social/Charitable/Political/Nonprofit 3.5 2.5 3.5 0.58 0.51 0.93
Don't know/No answer 0.6 0.6 2.4 0.11 0.10 0.62
Total Mail Received by Households 50.4 459 40.2 8.61 8.66 10.56

" Includes credit card statement/bill.



Table A2-2
First-Class Mail Received -- Content by Quarter
{Pieces Per Household Per Week)

Postal Fiscal Years 1987, 1999 and 2000

| Total 8

Government*

usinass or Nonfederal-:

1987 1199

T 199’ 2000 .- | 1999 | 2000
Quarter One 2.42 0.72 2.25 6.49 6.68 7.9
Quarer Two 1.56 1.92 0.73 6.38 7.55 575
Quarter Three 116 0.84 0.99 6.56 7.28 7 50
Gluarter Four 1.04 0.79 0.98 6.00 6.30 804

* Includes credii card statement/bill.




Table A2-3
First-Class Demographics -- Pieces Received Per Household Per Week
Postal Fiscal Years 1987, 1999 and 2000

@ Fluctuations may be due to small sample sizes.
Note: 2000 Estimates for Income Levels $25K-$29.9K are identical to those in $30K-$34.9K since cotegories used to collect data only included $25K-$34.9K.
Nole; Missing eslimates not available due to change in definition between Postal Fiscal Year 1999 and 2000.

o peg sl o 1999 1. 2000 ' Eﬂ'ﬂﬂm‘ﬁm-mt TOB7 1 1999 []0]
4.3 4.7 5.3 White collar protessiona 10.4 10.7 35
5.5 4 5.9 White collar sales/clerical 77 8.7 0.9
si 55 7.0 Blue collar creftsmen/mechanic W 5.8 0.2
3 5.3 7.7 Service Worker 6.3 6.8 85
7.5 6.3 9. Cthet emploved  © 6.3 11, 10.2
8,5 /.4 9 4 Homemaker 8 8.3 87
8 7.9 9.4 Student QO 8.1 7. 52
0.4 89 10.5 Refired 7.8 8.4 10.6
gg !92.85 é Other not emoloyed 54 58
1987 {1999 | 2000 _— Typaof Dwelling 1987 1959 7000
49 5.3 55 single-tamily house 2.6 9.6 11.5
7.3 7.6 8.7 Muiti-family house /.2 7.3 /.6
96 8.8 1.1 Apartment b 5.1 6.7
10.4 10.2 2.0 Hotel @ 4.5 - -
29 9, 2.0 garding house @ 7.4 - -
8.5 8.4 1.4 Mobite house 58 7.3 3.9
/. 7.4 0.7 Group guarders O 7.4 : -
1987 11999 [ 200G | o Urbanieity 1987 | .1999 2000
< 8ih_grade 54 4.8 &8 1 [Center ol majgr metro aren
Some high school 9.5 b2 7.9 Center g.l 7.2 -
High sgﬁooi 4 7.5 8.6 Non-center 4 7.7 -
Some college 5, 8.8 0.5 Moderate-sized city 8.2 91 B
Technical schog! 8. 8.3 Q0.7 Suburb 10.1 2.6 -
College ] 0.5 2.2 Smgll lown 7. 8.2 -
Post graduate 14.6 3.1 4] Rural Lg 2.3 -
T - 1987 1999 1 2000 L Number of Adulis — 1947 1999 2000
ne-person hoyseho 5.5 5.8 7.3 ] 54 58 LD
Male 5.2 55 6.8 2 9? 91 ]
Female 56 59 7.6 3 11 0.5 G
Qne t + minors @ __ 52 57 4 4 11.5 1.3 .9
® 3.9 10.1 B
5. 572 9.1
Adult 1987 1909 2000
9 4 9.1 10.2
One-earner 9 9.2 8.7
Two-earner g7 94 3
With children 96 98 4
ne-earner ? 8.8 88
Two-earner 10.3 10.2 12.6




Table A2-4
Use of First-Class Advertising-Only Mail -- by Industry
Postal Fiscal Years 1987, 1999 and 2000

of First-Class.
g Only
1999.{ 2000

Financial:
Credit Card 7.0 29.7 20.0 0.4 2.3 3.3 0.1 0.4 0.4
Bank 7.0 8.0 5.8 0.4 0.6 1.0 0.1 0.1 0.1
Securities 54 2.4 2.2 0.3 0.2 0.4 0.0 0.0 0.0
Money Market 0.2 0.4 0.3 0.0 0.0 0.1 0.0 0.0 0.0
Insuronce 7.8 4.3 4.9 0.4 0.3 C.8 0.1 0.1 0.1
Morgage 3.7 3.9 2.6 0.2 0.3 0.4 0.0 0.1 Q.1
Other Financial 1.1 0.3 0.6 0.1 0.0 0.1 0.0 0.0 0.0

Total Financiat 322 1 48.9 36.4 1.7 3.8 2.8 0.3 0.7 0.7
Merchants:
Supermarkets 0.0 01 N/A 0.0 0.0 N/A 0.0 0.0 N/A
Deprtment Store 7.0 4.5 8.1 0.4 0.3 1.4 0.1 0.1 0.1
Mail Order 8.5 4.6 10.4 04 0.4 1.7 0.1 0.1 0.2
Specialty Store 9.3 7.6 6.2 0.5 0.6 1.0 Q.1 0.1 0.4
Publisher 10.8 7.0 6.8 0.6 0.5 1.1 0.1 0.1 0.1
Lond Promotion 3.8 Q.5 0.9 0.2 0.0 0.) 0.0 0.0 00
Restaurant 0.2 0.5 N/A 0.0 0.0 N/A ¢.0 0.0 N/A
Consumer pockaged goods 1.0 2.2 N/A 0.1 0.2 N/A 0.0 0.0 N/A
Auto deolers 2.2 2.2 N/A 0.1 0.2 N/A 0.0 0.0 N/A
Service stations 0.1 0.6 N/A 0.0 0.0 N/A 0.0 0.0 N/A
Other Merchants 3.2 0.9 54 0.2 0.1 0.9 Q.0 0.0 0.1

Total Merchonts 46.] 306 | 38.0 2.4 2.3 6.2 0.4 0.4 0.7
Services:
Telephone 1.9 4.4 3.4 0.1 0.3 0.6 0.0 0.1 0.1
Other utility 0.7 0.4 0.6 0.0 0.0 0.1 0.0 0.0 0.0
Medical 1.7 1.7 1.5 0.1 0.1 0.2 0.0 Q.0 0.0
Other professional 1.7 1.0 0.9 0.1 0.1 0.2 0.0 0.0 0.0
Leisure service 7.7 6.6 4.7 0.4 0.5 0.8 0.1 0.1 0.1
Cable TV 0.8 0.7 1.0 0.0 0.1 0.2 0.0 0.0 0.0
Computer 0.6 0.9 1.8 0.0 0.1 0.3 0.0 0.0 0.0
Craftsman 0.1 0.7 N/A | 0.0 0.1 N/A 0.0 0.0 N/A
Cther Services 2.9 2.3 4.5 0.1 0.2 0.7 0.0 0.0 0.1

Total Services 175 | 18.6 18.4 0.9 1.5 3.1 Q.2 0.3 0.3
Nontederal government 1.0 0.8 0.3 0.0 0.1 0.1 0.0 0.0 0.0
Socicl/Charitable/Poiitical/Nonprofit 0.0 a.0 1.7 0.0 0.0 0.3 "0 0.0 0.0
Don't Know/No Answer 3.2 1.1 1.1 0.2 0.1 0.2 2.0 0.0 0.0

Total Advertising-Only Mail Received 10001 1000 | 10001 52 28 12.7 0.9 15 18

by Households




Table A2-5
Percentage of First-Class Mail Containing Advertising by Household Income
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

ncome - .

< $7K

$7K - $9.9K

$10K - $14.9K

$15K - $19.9

$20K - $24 9K

$25K - $29.9K

$30K - $34.9K

$35K - $49.9K

$50K - $64.9K

$65K - $79.9K

$80K - $99.9K

$100K+

® Includes advertising only, advertising enclosed, and business invitotions/announcements.



First-Class Mail Usage of Reply Envelopes -- by Industry
(Percentage of Pieces)
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Table A2-7

(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

First-Class Mail -- Enclosure of Reply Envelopes -- by Content

#E.Toiul RorﬂrMail -

Business or Nonfederal Government:

Advertising Only 337 58.3 441 52 8.3 6.9 11.0 20.6 17.2
Notice of Order 3.0 i.7 2.3 1.6 1.2 1 2.0 1.3 1.4
Bill/invoice/prermium®* 19.0 17.2 17.0 75.3 76.3 751 63.2 41.5 59.3
Financial Statement 6.4 4.8 6.7 32 3.5 3.7 4.0 3.8 4.6
Payment 1.54 0.4 0.4 0.4 0.5 0.3 0.8 0.5 0.4
Rebote 0.1 0.0 0.1 0.0 G.0 0.1 0.0 0.0 01
Greeting Card 0.6 0.4 1.4 0.1 Q.1 0.3 0.2 0.3 0.6
Invitation 4.7 4.8 57 0.6 1.1 0.8 1.5 2.1 2.2
Other business or nonfederal government 20.9 7.6 10.5 10.0 56 2.3 12.2 6.1 4.5
Total Business or Nonfederal Government 89.9 95.2 88.2 96.4 24.8 90.6 9251 962 90.3
Sociol/Charitable/Political /Nonprofit
Announcemem/meetirL 1.8 1.5 1.4 Q.5 1. 08 0.9 1.2 1.0
Request for donation 4.4 1.9 55 1.2 1.2 3.0 1.8 1.3 36
Confirmation of donaticn 0.5 0.2 0.7 0.2 0.2 0.5 0.3 0.2 0.5
Bill/invoice/premium 0.4 0.2 11 0.9 0.4 2.9 0.8 0.4 2.3
Other social/charitable/political/nonprofit 32 1.0 1.1 0.8 0.4 0.5 1.3 0.6 0.7
Total Social/Charitable/Political/Nonprofit 10.2 48 10.0 346 3.4 7.7 4.9 3.8 8.1
Don't know/No answer 0.0 0.0 1.8 0.0 0.0 1.7 0.0 0.0 1.6
Total Received by Households 100.0 100.0 160.0 106.0 100.0 100.0 100.0 100.0 100.0
Pieces Per Household Per Week 0.5 0.8 1.0 2.1 2.6 2.6 2.7 3.4 36

*Includes credit card statement/bill.
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Postal Fiscal Years 1987, 1999 and 2000

Table A2-9
First-Class Mail -- Industry Mail to Households

] Percent of Total First-Closs Mail | p.~ ="
©. L. Received by Households .~ |- X

¥ - 1987 1199912000 | .
Financial:
Credit Card 2.9 5.6 4.0 0.50 1.05 0,99
Bank 6.2 5.2 4 1.06 0.97 1.02
Securities 1.6 1.8 1.8 0.28 0.34 0.45
Money Market 0.1 0.1 0.2 0.02 0.02 0.05
Insurance 3.9 3.8 3.2 0.68 0.72 0.78
Mortgage 0.4 08 0.5 010 0.15 0.13
Other financial 0.5 0.2 0.5 0.08 0.03 0.12
Total Financiol 158 17.4 143 2.72 3.29 3.54
Merchants:
Supermorkets 0.0 0.0 N/A 0.00 0.00 N/A
Deprtment Store 2.1 1.3 1.3 0.37 0.24 0.32
Mait Order 0.9 0.8 1.4 016 0.15 0.35
Other Store 1.2 1.2 .8 0.21 0.23 0.20
Publisher 1.9 1.5 1.2 0.33 0.27 0.30
Lland Premotion 0.3 0.1 0.1 0.05 0.01 0.03
Restourant 0.0 01 N/A 0.00 0.01 N/A
Consumer packaged geads/manutfacturers 0.3 0.6 N/A 0.04 0.11 N/A
Auto dealers 072 0.3 NAA 0.04 0.05 N/A
Service stations 0.0 0.1 N/A 0.00 0.01 N/A
Other Merchants 0.5 0.2 0.7 0.08 .03 Q.18
Total Merchants 7.4 6.0 5.6 1.28 1.3 1.38
Services:
Telephone 2.2 2.7 1.9 0.37 0.51 0.46
Other utility 3.0 2.4 1.7 0.51 0.45 0.43
Medical 2.8 2.7 2.1 0.47 0.50 0.52
Other professional 0.5 0.5 0.4 0.09 0.10 0.10
Leisure service 0.9 1.0 0.7 0.15 0.18 0.14
Cable TV 0.7 0.7 0.7 012 0.14 017
Computer 0.1 0.2 0.3 0.01 0.03 0.07
Craftsman 0.1 0.1 N/A 0.01 .03 N/A
Other Services 0.8 0.6 1.2 0.14 0.12 0.30
Total Services 11.1 10.9 89 1.87 2.05 2.21
Nonfederal Government:
Nonfederal government 2.0 2.0 1.4 0.34 0.38 0.34
Social/Charitable/Political /Nonprofit 3.4 2.6 3.3 0.59 0.49 0.81
Don't Know/No Answer 0.9 0.5 1.0 0.14 0.1 0.25
Total Nonhousehold Mail to Households 40.6 39.9 360 5,94 7.45 853
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Table A2-11
Use of First-Class Business invitations/Announcements Mail -- by Industry
Postal Fiscal Years 1987, 1999 and 2000

s Invitations
‘ondAnnouncements |
i 19871 1999 | 2000 } 1987:] 1999 12

Financial:
Credit Card 3.6 56 6.3 C.1 0.1 0.2 0.0 Q.0 00
Bank 8.9 8.8 5.8 0.1 0.2 0.2 0.0 0.0 0.0
Securities 5.3 5.4 6.3 0.1 0. 0.2 0.0 0.0 0.0
Money Market Q) 0.3 1.1 0.0 0.0 Q.0 Q.0 0.0 0.0
Insurance 7.4 10.0 7.1 0.1 0.3 0.3 0.0 0.1 0.0
Mortaage 2.5 4. 2.0 0.0 0.1 0.1 0.0 0.0 0.0
Other financial 1.7 0.4 1.8 0.0 2.0 0.1 2.0 0.0 0.0

Total Financial 2951 346 | 30.4 0.5 0.9 1.2 0.1 0.2 0.1
Merchants:
Supermarkets 0.0 G.1 MN/A L 0.0 0.0 | NJA | 0.0 0.0 N/A
Deprtment Store 2.8 1.5 1.9 0.0 0.0 0.1 Q.0 0.0 0.0
Mait Order 1.0 1.6 1.7 0.0 0.0 0.1 C.0 0.0 0.0
Other Store 4.6 3.6 2.4 0.1 0.1 0.1 0.0 0.0 0.0
Publisher 3.6 2.9 39 0.1 0.1 0.2 0.0 0.0 0.0
Land Promotion 0.9 0.2 0.5 0.0 0.0 0.0 0.0 0.0 0.0
Restaurant 0.2 0.2 N/A 0.0 0.0 N/A 0.0 0.0 N/A
Consumer packaged goods/manufacturers 2.3 38 { N/A L 00 0.4 N/A ] 0.0 0. | N/A
Auto dealers 0.6 0.9 N/A | 0.0 0.0 N/A 2.0 0.0 N/A
Service stations 0.3 0.3 N/A 0.0 0.0 N/A 0.0 0.0 N/A
Other Merchants 41 1.2 3.7 01 0.0 0.1 0.0 0.0 0.0

Total Merchants 204 1 16.3 | 141 0.3 0.4 0.5 0.1 043 0.1
Services:
Telephone 2.6 3.0 0.9 0.0 0.1 0.0 0.0 0.0 0.0
Chher utility 1.6 1.0 1.9 0.0 0.0 01 0.0 0.0 0.0
Medical 1101 1201 10.3 0.2 0.3 0.4 0.0 Q.1 0.0
Cther professional 572 4.7 57 0.1 0.1 0.2 0.0 0.0 0.0
Leisure service g.9 6.3 4.2 0.2 0.2 0.2 0.0 0.0 0.0
Cable TV 0.3 1.0 0.8 0.0 0.0 0.0 0.0 0.0 Q.0
Computer 0.9 0.9 1.4 0.0 0.0 0.1 0.0 0.0 0.0
Crofisman 0.5 0.3 N/A 0.0 0.0 N/A 0.0 0.0 N/A
Other Services 4.9 2.6 6.0 0.1 01 0.2 0.0 0.0 0.0

Total Services 369 [ 31.9 | 31.2 ] 0.6 0.8 1.2 0.1 0.2 0.1
Nonfederal government %7 163 ] 80 0.2 0.4 0.3 0.0 0.1 0.0
Social/Charitable/Political/Nonprofit 0ot 00 3.5 0.0 0.0 0.1 0.0 0.0 0.0
Dont Know/No Answer 35 0.9 0.8 0.1 0.0 0.0 0.0 0.0 0.0

Total Business invitations/Announcemenis

Mail Received by Households 100,01 100.04100.0| 1.5 2.5 3.4 0.3 05 0.3




Postal Fiscal Years 1987, 1999 and 2000

Table A2-12
Use of First-Class Advertising-Enclosed Mail® -- by Industry

11987 1:1999} 2000°}.:19

Financial:
Credit Card 183 ] 195 | 215 1.3 1.4 2.8 022 | 027 | 0.29
Bank 11.7 1 110 | i0.4 0.8 08 1.4 014 | 015 | 0.14
Securities 4.2 50 4.3 0.3 0.4 0.6 C.05 1 0.07 | 0.06
Money Market 0.8 0.2 0.7 0.0 0.0 0.1 Q.01 | 0.00 | 0.0
Insurance 472 6.0 4.4 0.3 0.4 0.6 0.05 | 0.08 | 0.06
Mortgage 0.8 0.8 0.9 Q.0 0.1 0.1 CO1 ] 001 | 0.0
Other Financiol 58 0.3 0.7 0.0 0.0 01 0.07 [ 0.00 { 0.01

Total Financial 400 | 428 | 429 2.8 3.1 57 0.48 | 0.59 { 0.58
Merchants:
Supermarkets 0.0 0.0 IN/A 0.0 0.0 N/A | 0.00 | C.O0 | N/A
Deprtment Store 14.2 6.5 6.9 1.0 0.5 0.9 0.17 ] 0.09 | 0.09
Mail Order 25 2.0 2.3 0.2 0.1 0.3 0.03 | 0.03 | 0.03
Other Store 25 2.3 1.6 0.2 0.2 0.2 0.03 1 0.03 | 0.02
Pubiisher 5.0 3.7 3.0 C.4 0.3 0.4 0.06 | 0.05 ] 0.04
Land Promotion 0.0 0.2 0.3 0.0 0.0 0.0 0.00 | 0.00 | 0.00

" {Restaurant 0.0 0.1 N/A 0.0 0.0 N/A 0.00 | 0.00 N/A

Consumer packaged goods 0.0 0.7 N/A 0.0 0.1 N/A | 0.00 | 0.01 N/A
Aute dealers 0.0 0.3 N/A 0.0 0.0 N/A | 0.00 | 0.00 | N/A
Service stations 0.0 0.3 N/A 0.0 0.0 N/A 0.00 | 0.00 N/A
Other Merchants 0.8 0.4 1.3 0 0.0 0.2 0.01 0.01 0.02

Total Merchants 258 ] 161 15.4 1.8 1.2 2.0 031 1 022 | 0.20
Services:
Telephone 8.3 10.6 | 10.4 0.6 0.8 1.4 010 | 015 | 0.4
Other utility 8.3 8.7 7.1 0.6 0.6 0.9 Q.10 1 0.12 | 0.10
Medical 1.7 2.6 1.3 0.1 0.2 0.2 0.02 0.4 0.02
Other professional 1.7 0.5 0.5 0.0 0.0 0.1 0.02 | 0.01 | 0.0
Leisure service 0.0 1.8 1.8 0.1 0.1 0.2 0.00 | 0.02 | 0.02
Cable TV 4.2 4.0 4.7 0.3 0.3 0.6 0.05 | 0.05 | 0.06
Computer 0.0 0.4 C.4 0.0 0.0 0.1 0.00 | 0.01 0.01
Craftsman 0.0 0.1 N/A 0.0 0.0 N/A | Q.00 | 0.00 | N/A
Other Services 0.8 1.0 2.2 0.1 0.1 0.3 0.01 { 0.01 0.03

Total Services 2501 2946 | 28.4 1.7 2.1 3.8 030 | 0.41 | 0.39
Nonfederal government 0.8 2.2 1.1 0.1 0.2 0,1 0.01 | 0.03 { 0.00
Social/Charitable/Political/Nonprofit 7.5 8.5 ?8 0.5 0.6 1.3 0.09 | 0.12 | 0.13
Don't Know/No Answer 0.8 0.8 0.7 0.1 0.1 0.1 0.01 | 0.01 0.01

Totol Advertising Enclosed

Mail Received by Households 100.04 100.0| 1000 7.0 7.3 130 | 120 1.37 | 1.32

@ Does not include advertising mail.




Table A2-13
First-Class Mail -- Interest in Nine Aclivities
(Percentage of Households Which Enjoyed these Activities Very Much or Quite a Bit)
Postal Fiscal Years 1987, 1999 and 2000

T adiity 0| 1987 | 1999 | 2000
Watching Television 61.7 637 61.2
Reading Books, Magazines 661 62 .5 73.0
Visiting with Friends 47.8 68.3 /9.0
Writing Letters 271 271 38.5
Reading Newspapers 65.7 55.8 63.2
Listening to Radio 59.8 59.2 N/A
Reading Cords and Letters 69.5 559 68.8
Telephoning Family and Friends 62.8 62.4 79.5
Listening to Recards 50.4 50.8 N/A
E-maiting via the Internet” N/A N/A 39.7
Shopping via the internet* N/A N/A 7.8
*Added in Postal Fiscol Year 2000




Table A2-14
First-Class Mail Received -- by Number of Financial Accounts and Insurance Policies
Postal Fiscal Years 1987, 1999 and 2000

| Medumies) | R
2600 1987 | 1999] 2000 ] 1987
85 ] 8% ]108

Pieces per household per week




Table A2-15
First-Class Mail Received -- by Number of Credit Cards
Postal Fiscal Years 1987, 1999 and 2000

. Number of Credit Conds

'fNon_e .

clow{(13): -

" Medium (4-7)

., Migh(8+) o

1999

2000 |

1987

1999

1999,

2000

1987

1999

+2000

Pieces per Household per Week

4.9

6.5

7.3

7.5

9.3

9.9

9.8

1.3

13.2

11.6

13.9




(Pieces Per Household Per Week)

Table A2-16
First-Class Mail Receipt -- Content by Age of Head of Household

Postal Fiscal Years 1987, 1999 and 2000

oo 18w b b 35 440
H87 1199912000 1% 1999|2000
Personal 1.6 031 04 1.0 1.3
Business or Nonfederal Government:
Advertising 0.4 10 ] 6971 0.3 0811 0.7 1.2 1.4 10 1.7 1.9
Invilakion/Announcemant 0.1 0.3 1] 0.2 0.1 03 [ 03 0.2 0.5 0.4 0.3 0.5 0.4
Bill* 1.5 16 1.9 1.8 2.4 1.7 | 2.6 29 | 28 3.0 2.8 3.5
Financial Statement 0.6 021 03 0.4 0.4 0.3 0.4 a8 09 1.0 08 1.2
Other 0.7 1.2 04 1.0 0.9 0.5 1.5 1.0 0.6 1.9 1.4 08
Total Business or Nonfederal Government 33 431 3.7 3.6 48 | 39 56 6.4 6.1 7.2 7.2 7.7
Social/Charitable/Palitical /Nonprofit 0.3 031 04 0.3 0.1 0.4 0.5 0.4 0.6 0.8 0.6 09
Total 53 501 45 ] 4.7 54 | 44 7.3 7.6 7.6 97 88 9.9
. 45 - 54 L. 85 - 64 &5 - 69 70 +
. : 1987 1199912000 1987 |'1999 [2000] 1987 { 1999 |1 2000 1987 71999 | 2000
Parsonal 1.8 1.0 1 1.3 1.8 1.4 1.5 1.7 1.4 1.9 19 1.5 1.8
Business or Nonfederal Government:
Adverlising 1.1 181 22 1.1 1.6 | 2.1 1.0 1.4 1.7 0.7 1.0 i.5
lnvitation/Announcement 0.4 061 05 0.3 05| 051 04 0.4 0.4 0.2 0.4 0.4
Bill* 3.1 33135 271291321 20 25 | 28 1.6 2.0 2.1
Financial Statement 1.1 il 1.3 1.1 1.1 1.4 09 1.0 1.2 0.8 08 1.3
Other 2.1 141 081 20 15108 18 b 0.9 1.9 1.3 0.7
Total Business or Nonfederal Government 7.8 B4 ] 82 7.2 76 | 79 6.1 64 [ 69 572 55 59
Social/Charitable/Political/Nonprofit 07 106 [ V2107105101 05 ] 06] 1.1 0.5 0.4 1.1
Total 104 F102{106] 99 Q6 | 104] 85 8.4 Q9 7.4 7.4 88

*Includes credit card statement/bill,




Table A2-17

First-Class Mail Receipt -~ Content by Education of Head of Household

(Pieces Per Household Per Week)
Postal Fiscal Years 1987, 1999 and 2000

e 8th Grode: - I-SomieHigh School | - High-Schipol .+ |7 Sotrie-Collage -
1987 11999 2000{ 1987 [1199912000] 1987 [:1999| 2000] 1987 | 1999 | 2000
Personal 1.1 061 10 0.7 1.3 0.8 1.1 1.5 1.1 1.3
Business or Nonfederal Government:
Adverlising 0.5 1.0 1.2 0.6 1.0 1.4 Q.7 1.2 1.4 0.9 1.5 1.9
Invitation/Announcement Q.1 021 01 0.1 03] 02 0.2 0.4 0.3 0.3 0.5 0.4
Bill* 1.7 16 1.8 20 25124 2.4 26 | 25 2.6 3.0 3.0
Financiol Staterment 0.4 04| 05 0.6 051 0.7 0.7 0.7 0.8 0.9 08 1.0
Other 12 08 | 0.2 1.6 09 | 0.6 1.6 1.4 0.6 1.7 1.4 0.7
Total Business or Nonfederal Government 3.9 40 | 3.7 4.9 52 153 5.6 63 5.6 6.4 7.2 71
Social/Charitable/Political/Nonprofit 0.2 03] 03 0.3 02 1 06| 04 03 1 06 0.6 0.5 0.9
Total 53 48 | 50| 6.5 62 | 6.6 7.4 7.5 7.4 8.6 8.8 Q7
Technical School Colioge Graduate Post Graduate
Coe et 1987 | 19991 200011987 11999 [2000] 1987 | 1999 | 2000
Personal 1.3 1.0 1.3 1.9 1.4 1.5 2.7 1.9 2.1
Business or Nonfederal Government
Advertising 09 1.4 1.5 172 19 | 2.0 1.5 2.3 2.3
Invitation/Announcement 03 0.4 0.4 0.4 06 | 05 0.6 1.0 0.6
Bill* 2.5 27 | 3.4 3.1 3.1 3.1 3.4 30! 34
Financial Statement 0.9 091 1.3 1.2 1.3 115 1.7 1.7 1.7
Other 1.8 131 08 2.2 14 1 08 29 16 | 0.9
Total Business or Nonfederal Government 6.4 671 7.4 8.1 83 | 80 [ 101 36 | B8
Social/Charitable/Political /Nonprofit (0.4 05| 08| 09 {1 06| 1.2 1.7 1.4 1.5
Total 8.2 831 95 1110110511071 129 1131|124

* Includes credit card statement/bill.
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Table A2-19
First-Class Mail -- Percent of Nonpersonal Mail Received by
Households Which is Sent Presort -- by Content
Postal Fiscal Years 1987, 1999 and 2000

Comrt

Business or nonfederal government advertising only 48.8 72.8 67.1
Naotice of order 36,1 55.3 52.6
Bill/invoice/premium®* 68.9 /6.5 70.8
Financial Slatement 60.8 74.7 72.6
Payment 42.3 47.3 48.6
Rebate @ 27.3 62.5 60.1
Greeting card 253 37.0 34.1
Invilation/announcement 28.5 45.8 49.7
Sweepstakes @ 77.5 20,9 N/A
Insurance policy @ 59.5 BO.6 N/A
Tax forms @ 253 50.0 N/A
Other business or government 49,7 58.5 55.0

Total Business or Nonfederal Government 56.7 69.1 61.2
Social/Charitable/Political/Nongrofit announcement/meeting 10.3 25.9 21.5
Request for donation 19.9 43.5 36.7
Confirmation of donation @ 11.8 2B.6 253
Bill @ 29.9 32.1 57.4
Education @ 37.8 37.5 N/A
Orher social/charitable/political/nonprofit 18.0 4.3 25.5

Total Social/Charitable/Political/Nonprofit 16.5 28.0 30.3

Total Nonpersonal Mail Received by Households 53.9 69.2 61.2
Pieces per Household Per Week 3.74 515 5.69

® 1999 dota includes any residual subclassification categories during the transition period.
@ Fluctuation may be due to small sample sizes.
* Includes credit card statement/bill.



Table A2-20
Total Percentage of Industry’'s First-Class Mail Received by
Households Which is Sent Presort
Postal Fiscal Years 1987, 1999 and 2000

R | BTN IR b o'k b))
Financial:
Credit Card 76.9 93.1 88.2
Bank 591 77.2 70.4
Securities 37.6 67.4 67.5
Money Market @ 52.4 79.6 65.0
Insurance 62.2 77.5 71.5
. {Mortgage 19.0 48.8 48.3
Total Financial 58.9 /9.8 73.7
Merchants:
Depriment Store 73.5 B1.8 71.2
Mail Order 50.0 68.9 62.2
Other Store 331 57.2 52.7
Publisher 58.9 78.5 68.7
Land Promotion @ 61,9 62.4 52.8
Restaurant @ 50.0 28.1 N/A
Consumer packaged goods 30.8 59.8 N/A
Auto dealers @ 455 62.1 NJA
Service stations @ 143 541 N/A
Total Merchants 55.0 70.1 62.2
Services:
Telephone 84.4 67.2 63.9
Other utility 81.2 83.1 73.4
Medical 35.9 48.4 48.6
Other professional 7.8 28.9 29.9
Leisure service 3.1 48.0 52.8
Cable TV 57.3 67.3 462.7
Computer @ 15.4 63.7 N/A
Craftsman @ 22.2 15.1 N/A
Total Services 56.7 60.6 56.2
Nonfederal government 54.0 61.4 55.5
Social/Charitable/Political/Nonprofit 16.5 28.4 - 266
Total Nonhousehold Mail Received by househoids 53.9 69.2 61.2
Pieces per household per week 3.7 5.2 5.7

® 1999 data includes any residual subclassification cotegories during the transition period.
@ Fluctuation may be due to small sample sizes.



Table A2-21
First-Class Mail -- Total Envelopes by Sector
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

Household-to-household

Household-to-nonhousehald 12.3 8.2 14.6
Nonhousehold-to-household 39.2 38.9 38.6
Unidentified incoming 0.6 0.6 2.9
Unidentitied outgoing 1.4 0.0 0.2

Subtotal 62.9 53.6 62.8
Nonhousehold-to-nenhousehold 37.1 46.4 37.2

Total 100.0 100.0 100.0
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Table A2-24
First-Class Mail -- Nonpresort Envelopes by Sector
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

Household-to-household

Househald-to-nonhousehold 17.3 147 22.1

Nonhousehold-to-household 25.2 21.2 27.6

Unidentified incoming 0.5 0.2 2.5

Unidentified outgoing 2.5 0.1 0.5

Nenhousehold-to-nonhousehold 420 53.2 36.6
Total 100.0 100.0 100.0




Table A2-25
First-Class Mail -- Total Cards by Secior
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

| 1199941 2000
Household-to-household } 2.3 51
Household-to-nonhousehold 8.5 2.6 6.1
Nonhousehold-to-household 56.8 53.1 48.6
Unidentified incoming 0.6 0.0 1.5
Unidentitied outgoing 0.0 0.0 0.2
Subtotal 75.) 57.9 61.5
Nonhousehold-te-nonhousehald 24.9 42.1 38.5
Total 100.0 100.0 100.0




Table A2-26

First-Class Mail -- Total Cards by Industry
{Percentage of Total Cards)
Postal Fiscal Years 1987, 1999 and 2000

Financial:
Credit card 0.2 0.7 2.0
Bank 0.2 1.9 3.2
Securities 0.2 (.5 1.3
Money Market 0.0 0.1 0.1
insurance 1.1 1.6 2.8
Mortgage 1.3 3.0 2.6
Other financiol 0.3 0.1 0.4
Total Finencial 3.2 7.8 12.4
Merchants:
Supermarkets 0.0 0.0 N/A
Department store 4.2 3.7 5.8
Mail order 50 2.2 572
Other store 6.4 6.4 7.1
Publisher 4.0 5.2 59
Land Promoticn 1.1 0.3 Q.7
Restaurant 0.2 0.6 N/A
Consumer pockaged goods 0.3 0.6 N/A
Auto dealers 0.6 0.7 N/A
Service stations 0.3 0.5 N/A
Other merchants 2.2 0.7 4.4
Total Merchants 24.4 20.2 29.1
Services:
Telephone 0.3 1.5 1.6
Other Utility 7.9 3.5 5.2
Medical 4.7 5.6 6.4
Other professional 1.0 0.3 1.0
Leisure service 4.0 3.9 3.5
Cable TV 1.0 0.3 0.6
Computer 0.2 0.4 1.8
Craftsman 0.0 0.7 N/A
Other Services 2.7 2.2 6.7
Total Services 21.7 18.4 26.8
Nonfederal government 1.4 1.7 3.3
Social/charitable/political/nonprofit 5.9 4.5 10.2
Don't know/No answer N/A 0.5 2.1
Total Mail Recieved by Households 56.7 52.6 81.8
Pieces Per Household Per Week 0.4 0.5 0.9




Table A2-27
First-Class Mail -- Total Cards by Content
(Percentage of Total Cards)
Postal Fiscal Years 1987, 1999 and 2000

~Content 1987 .- f- 19997 F. g ’
HP-;sonal:
Holiday/seasons’ greeting cards 0.9 0.1 Q.5
Other greeting cords 1.1 0.3 0.7
Invitation 1.7 0.9 1.2
Leter trom a triend or relative 3.9 0.8 1.9
Announcement 0.2 0.1 0.3
Other personal 1.4 0.1 Q.5
Total Personal 92 2.3 5.1
Business or Nonfederal Government:
Advertising only 2272 25.8 23.0
Notice or confirmation of order 5.1 25 3.8
Bill* 10.6 4.7 4.5
Financial statement 0.1 0.0 0.6
Payment 0.1 0.0 0.2
Rebate 0.1 0.1 0.6
Holiday/greeting card 0.8 1.0 0.8
Invitation/announcement 7.3 10.4 54
Sweepstokes 0.4 0.4 N/A
Receipts for direct deposit 0.2 0.0 N/A
Other insurance related 0.1 0.0 N/A
Tox 0.0 0.1 N/A
Other business or nonfederal government 3.9 3.7 3.3
Total Business or Nonfederal Government 50.9 48 .6 422
Social/Charitable/Poiitical/Nonprofit:
Announcement 40 4.1 4.5
Request for dongtion 0.3 0.1 0.6
Thank you for donation 0.3 0.1 0.6
Bill 0.1 0.0 0.3
Education acceptonces 0.0 0.0 N/A
Other social/charitable/political/nonprofit 1.2 0.2 a.5
Total Secial/Charitable/Political/Nonprofit 59 4.5 6.5
Don't Know/No answer 0.6 0.0 1.5
Total 66.6 55.4 55.3
Pieces Per Household Per Week 0.5 0.5 0.9

* Includes credit card statement/biil.



Table A2-28
First-Class Magil -- Cards Received by Households -- Household's
Percentage of Total Mail Sent at Each Category
Postal Fiscal Years 1987, 1999 and 2000

TofuINonpresoﬂcards g otal Presor
1987 | 1999. ] 2000 | 1987 | 1994

Personal:
Holiday card 1.3 0.2 0.5 0.0 0.0 0.1
Other greeting card 1.5 0.6 11 0.0 0.0 0.2
Invitation 2.3 1.7 1.9 0.0 0.0 0.2
Letter 53 1.5 2.9 0.0 0.0 0.2
Announcement 0.3 0.2 0.5 0.0 0.0 0.0
Other personal 1.7 0.2 0.5 0.0 0.0 0.3
Total Personal 12.4 472 7.4 0.0 0.0 1.0
Business or Nonfederal Government:
Adverlising only 16.8 16.1 13.3 38 37 26.2
Notice of order 6.1 2.9 4.1 2.2 1.7 2.7
Bill/invoice/premium™ 5.7 2.2 3.4 25 7.5 52
Financial statement 0.2 .0 0.5 0.2 0.0 0.8
Poyment 0. 0.0 0.2 0.1 0.0 0.2
Rebate 0.1 0.0 0.2 0.4 0.2 0.8
Greeting card 1.0 1.3 0.8 0.1 0.4 0.6
Invitation/announcement 8.2 12.7 52 4.2 7.5 4.4
Other business or nontederal government 4.2 5.5 3.1 5.2 3.5 2.7

Total Business or Nonfederal 49 4 40.7 30.8 75.4 577 43.6

Government
Social/Charitable/Political/Nonprofit:
Announcement/meeting 4.9 5.3 5.8 1.1 2.8 2.2
Request for donation 0.3 0.2 C.8 0.1 0.0 0.2
Contirmation of donation 0.4 0.2 0.5 Q.0 0.0 0.2
Bill 0.1 0.0 Q.2 0.0 0.0 0.3
Other social/charitable/poiitical/monprofit 1.4 0.0 0.5 0.0 0.4 0.4
Total Social/Charitoble/Political/Nonprofit 7.1 5.7 7.8 1.3 3.2 3.3
Don't Know/No answer 0.7 0.0 1.2 1.7 0.0 1.4
Total Mail Recieved by Household 42.6 50.6 47.2 78.4 60.7 493
Pieces Per Household Per Week 0.3 0.3 0.4 0.1 0.3 Q0.5

® 1999 data includes any residual subclassification categories during the transition period.
* Includes credit card staterment/bill.



Table A2-29
First-Class Mail -- Cards Received bv Households -- Household's Percentage of
Total Mail Sent at Each Card Rate Category -- by Iindustry
Postal Fiscal Years 1987, 1999 and 2000

IRt hdm T 7| Percant of Total Nonprs ort §
. e - 1987 | 1999 .} 2000~ |

Financial:
Credit cards 0.0 02 o1 0.4 1.3 3.4
Bank 0.2 0.7 0.9 0.2 30 | 45
Securities 0.2 0.7 0.6 0.3 02 .4
Money Market 0.0 0.0 Q.0 0.0 0.2 0.2
Insurance 12.0 1.7 1] 0.8 1.5 3.2
Mortgage 1.4 4.0 1.6 0.6 1.9 1.9
Other financial 0.3 0.0 .1 0.2 0.2 0.5

Total Financial 3.3 7.3 4.4 2.4 8.3 15.1
Merchants:
Department store 3.5 1.0 1.6 6.1 53 7.5
Mail crder 3.7 1.3 1.3 8.6 3.0 6.6
Other store 6.1 4.6 2.9 6.9 8.3 7.8
Publisher 3.1 2.6 1.4 6.6 8.3 8.8
Land Promotion 0.9 0.2 0.3 1.6 0.4 0.8
Restaurant 0.1 0.6 N/A 0.3 0.6 N/A
Consumer pockaged goods 0.1 0.4 N/A 0.6 0.9 N/A
Auto dealers 0.5 0.7 N/A 1.1 0.9 N/A
Service stations 0.4 0.2 N/A 0.1 0.9 N/A
Other merchants 1.9 ce 1.8 2.7 0.4 4.9

Total Merchants 20.3 12.5 93 34.6 29 36.4
Services:;
Telephone 0.1 C.5 0.2 0.7 2.6 2.8
Other Utility 3.1 1.3 1.6 21.5 6.0 7.0
Medical 59 2.2 49 0.5 1.5 2.7
Other professional 1.0 G.4 0.6 0.8 0.2 0.7
Leisure service 3.0 3.9 1.4 6.9 3.8 4.1
Cable TV 0.5 0.2 0.1 1.9 0.4 0.8
Computer 0.1 0.2 0.7 0.2 0.6 2.2
Craftsman 0.1 [ N/A 0.0 0.0 N/A
Other Services 2.9 2.4 3.7 2.2 2.6 5.6

Total Services 16.6 191 13.2 34.8 17.7 25.9
Nontederal government 1.0 1.3 0.9 3.0 1.9 4.5
Social/charitable/political/monprofit 7.1 5.7 7.2 2.1 3.2 5.5
Don't know/No answer 1.0 C0 0.9 1.5 0.4 1.9

Total Mail From Nonhouseholds

Received by Households 49.4 45.9 359 78.4 60.7 89.3

Pieces Per Household Per Week 0.3 .2 0.4 0.1 0.3 0.5

® 1999 data includes ony residual subclassification categories cring the transition period.



Table A2-30
First-Class Mail -- Timeliness of Arrival
Postal Fiscal Years 1987, 1999 and 2000

Arrived on time or sooner:

Arrived on the day needed 12.7 17.4 34.7

Arrived earlier than needed 6.4 7.0 142
Total Arrived on time or sooner 19.0 24.4 48.9

Was not expected ta arrive on any special day 66.0 64.7 357

Arrived late 1.4 0.8 11

Don't know/No answer 13.6 101 14.3
Total 100.0 100.0 100.0




First-Class Mail -- Reason for Lateness
(Percentage of Pieces that Arrived Late)
Postal Fiscal Years 1987, 1999 and 2000

Table A2-31

for Lgteness

Mailed Late

Not mailed late 221 18.2 249

Don't knew when mailed 22.7 21.5 311

Don't know/No answer 19.0 28.6 143
Total 100.0 100.0 100.0
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Table A2-33
First-Class Mail Received -- Timeliness of Arrival -- by Postal Region
Postal Fiscal Years 1987, 1999 and 2000

Arrived on time or sooner

Was not expected on any special day
Total Arrived Late

Don’f know/No answer

Total 100.01100.0}100.0(100.0(100.0} 100.0




Table A2-34
First-Class Mail Sent by Households to Nonhouseholds
Postal Fiscal Years 1987, 1999 and 2000

| ET ﬁef&énfﬁéepf" s,

* Total First-Class Mail- | . Household Per Wosk
[ 1987'] 1999 | 2000 | 1987 | 1999 | 2000

Business Transoctions -- In Response {o Advertising:

Totad Response to Advertising

| 355 [ 087 | 18 | 061 ] 016 [ 034

Business Transactions -- Not in Response to Advertising:

Transaction to phone/utility company 2.03 1.45 2.6 0.35 0.27 0.50
Transaciion to credit card company 1.45 1.34 2.4 0.25 0.25 0.46
All other business mail 5.09 3.8 7.7 09 0.72 1.58
Total Business Not In Response to Advertising 8.57 6.59 121 15 1.25 2.54
Don't know / No answer 0.08 0.4 0.4 0.0} 0.07 005
Total Mail Sent by Households to Nonhouseholds 12.2 7.86 151 2.1 1.48 2.93




Table A2-35
First-Class Mail Originating in Households and Nonhouseholds
Postal Fiscal Years 1987, 1999 and 2000

Household-to-household

Household-to-nonhousehold

Nonhousehold-to-household

Unknown outgoing

Unknown incoming 0.6 0.6 0.1 0.6
Subtotal 64 .4 53.8 10.2 13.5
Nanhousehold-to-nonhousehold 35.6 46.2 N/A N/A
Totol 100.0 100.0 N/A N/A

® Inciudes packages. Does not include franked or penalty mail.




Table A2-36
First-Class Mail -- Telephone Bill Paying
{Percent of Households)
Postal Fiscal Years 1987, 1999 and 2000

“Awareness

7987

1999

3000

Yés

492

59.9

67.3

No

492

35.5

318

Don't know/No answer

1.6

4.6

0.9

Total

100.0

100.0

1000

1587

- 1999

2000

24.0

35.5

46.3

10.6

7.4

6.7

Don't know/No answer

145

17.0

4.3

Have not heard of service

50.8

40.1

32.7

Total

100.0

100.0

100.0

. Parcent if Services Available | .|

" Percent of Total Households,

" 1987

1999

2000,

1987

1999

7000

4.2

44

11.4

1.0

1.8

5.8

No

251

96.1

88.4

8.8

$7.8

3.8

Don't know/MNo answer

¢.8

0.2

0.2

0.2

0.4

0.4

Tolal

100.0

100.0

100.0

T00.0

100.0

100.0




Table A2-37
First-Class Mail Media by Which Mail Order Purchases Made in the
Past Month Were Ordered
{Percentage of Orders)
Postal Fiscal Years 1987, 1999 and 2000

T o
Phone | | 310 5772 | 52.0
Mail 67.2 37.9 393
Other 1.7 4.9 B.6
Total 100.0 100.0 100.0
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Table A2-39

First-Class Mail -- Personal Letters and Cards (not greeting cards) Sent by

Households in an Average Month -- by Age of Head of Household

Postal Fiscal Years 1987, 1999 and 2000

L*Housahold Per Month

L Eniry Interwew (D (Percowed volum D:ury Duh (Adual Volume) £

o ]987 1999 2000 : 1999 2000
18 - 21 6.6 4.1 6.2 0.3 0.6
21 -24 35 2.4 4.6 0.3 0.7
25-34 4.2 2.6 4.8 1.2 0.8
35 - 44 4.3 2.8 49 1.1 1.1
45 - 54 50 2.9 5.0 1.0 1.5
55-64 54 34 53 2.2 1.6
65 - 69 5.1 3.3 5.4 1.7 1.8
70+ 6.0 3.7 6.1 1.7 1.7

@ Includes thank you notes.




Table A2-40
First-Class Mail -- Holiday/Season's Greeting Cards Sent by
Households -- by Education of Head of Household
(From Entry Interview)
Postal Fiscal Years 1987, 1999 and 2000

L iR o
ducation sehold (Season) '

£ 2000
< 8th grade 19.7
Some high school 21.0
High school 257
Some college 271
Professional or technical school 391 26.3
College 47 4 28.7
Post graduate 56.5 30.7




Table A2-41

First-Class Mail -- Personal Letters and Cards (not greeting cards) Sent by
Households in an Average Month -- by Education of Head of Household

Postal Fiscal Years 1987, 1999 and 2000

ThC Ptm Fer Houahold Per Monfh

ianr Dnta

(Aduai Volume) S
1987 | 1999 | 2000
< Bth grade 1.2 0.7 0.8
Some high school 2.2 0.8 0.7
High school 22 1.0 1.0
Some college 2.4 1.4 1.1
Professional or technical school 2.3 1.3 1.0
College 5.1 1.3 1.5
Post graduate 59 3.3 2.5

® Includes thank you nofes.




Table A2-42
Personal Letters and Cards (not greeting cards) Sent by
Households in an Average Month -- by income
Postal Fiscal Years 1987, 1999 and 2000

; Plecas Per Household qu Momh

_':-Emilnfewiow D
' ‘{Percaived volume)
g [T1sez "9
< $7K 3.9 3.2
$7K - $9.9K 572 2.2
310K - $14.9K 50 2.8
$15K-$19.9K 5.0 3.0 . . . .
$20K - $24 9K 4.2 29 5.8 4.4 1.4 10
$25K - $29.9K 5.1 2.7 5 2.5 1.2 12
$30K - $34.9K 4.6 2.8 ' 2.9 1.0 '
$35K - $49 9K 4.5 29 5.4 3.1 1.5 1.3
$50K - $64.9K 58 32 50 3.8 1.8 1.5
$65K - $79.9K 59 37 58 3.8 2.3 1.7
$80OK - $99.9K 58 2.9 53 3.6 0.9 1.7
$100K+ 4.2 4.0 56 6.0 1.6 2.4
Total 4.8 3 572 3.1 1.4 1.3

@ Includes thank you notes.



Table A2-43
First-Class Mail -- Holiday/Season's Greeting Cards Sent by
" Households -- by Age of Head of Household
Postal Fiscal Years 1987, 1999 and 2000

70+ 44.9 34.0 32.9




Table A2-44
First-Class Mail -- Holiday/Season's Greeting Cards Sent by
Households -- by Income
(From Entry Interview)
Postal Fiscal Years 1987, 1999 and 2000

$7K - $9.9K 26.7 18.9 17.5
$10K-$14.9K 31.6 19.5 22.4
$15K-$19.9K 324 243 23.6
$20K - $24 9K 325 25.4 24.9
$25K - $29.9K 37.7 26.5 243
$30K - $34.9K 38.9 250

$35K - $49.9K 44.6 26.9 26.4
$50K - $64.9K 50.7 36.9 29.0
365K - §79.9K 31.8
$80K - $99.9K 61.4 37.6 336
$ 100K or More 33.8
Total 38.1 29.8 267




Table A2-45
First-Class Mail -- Timing of Bill Payment
Posial Fiscal Years 1987, 1999 and 2000

987 .| 1999 | 2000

Within a day or two of arrival 165 97 15.4
Weekly 6.5 7.2 8.7
Every two weeks 15.4 16.9 15.0
Cnce a month 34.4 39.6 31.2
As they become due 26.0 258 260
Some other time 0.6 0.7 3.0
Don't know/Don't answer 0.4 0.6 0.8

Total 100.0 100.0 100.0




Table A2-46
First-Class Mail -- Timing of Bill Payment -- by Age of

Head of Household
(Percentage of Households)
Postal Fiscal Years 1987, 1999 and 2000

RN By e .34 .. R . L
LT Sre 1987 1.19991.20001.1987 1199912 /11999 2000 1987: 1999 :2000
Within a day or two of arriva 160 | 9.2 {150 192 86 | 1847 101 | 65 | 11.7] 7.6 6.2 10.4
Weekly 23 | 35173 37 190 |73 77 | 97 1107] 75 7.7 12.6
Every two weeks 181 [ 1291105 153 [ 17.3110.6] 205 | 226|194 ] 20.] 207 | 209
Once g monih 432 1331|3811 7288|369 278 278 321|275 36.7 36.3 28.1
As they become due 200 [ 4032473251266 |322] 322|288 28.1] 2681 27.5 | 24.6
Some other time 00 | 041 32| 02 1.2 | 21 0.5 02§ 22 0.7 1.0 3.0
Don't know/Don't answer 0.4 0771121 03104 ]16] 08 0.1 04 0.5 0.7 0.4
Total 100.0 |100.01100.6] 100.01100.0[100.01 100.0]100.01100.0f 160.0] 1000 | 100.0
Tlmlng o 45 - 54 . 55 - 6{ - _ 65 - 69 70+
S Ui 0 H 1987 119991 20001 1987 11999420001 .1987 | 1999 | 2000 1987 | 1999 | 2000
Wlthln a dcy or two of arrival 102 1 64 | 1151220 25 | 144 298116 21.7] 345 19.2 | 27.5
Weekly 8.6 80| 9.1 55 58 | 9.6 3.5 5.4 3.6 4.3 4.7 3.5
Every two weeks 228 [ 18611851109 1157|128 40 [ 11.1] 8.1 2.2 54 6.5
Once a month 340 1406 31.61 3541450 |34.6] 44.1 | 4193 37.7 ] 373 | 481 33.4
As they become due 223 124912481 250235254 186 |1 2791247 ] 214 ] 206 | 260
Some other lime 1.3 0914041 08 | 02 |26 ] 00 151 40 0.2 08 23
Don't know/Don't answer 0.0 06 ] 05 0.3 03 | 0.4 0.1 06 | 02 01 1.3 .5
Talal Q0.0 1100.01100 01 100.01100.0(100.0] 100.01100.01100.0]1 1000 1000 | 100.0




Table A2-47

Timing of Bill Payment by Education of Head of Household

(Percentage of Households)
Postal Fiscal Years 1987, 1999 and 2000

 Sare Collegs - =

{i1987.| 1999 | 2000
Within a day or two of arrival 14.7 7.2 155
Weekly 5.5 7.0 8.2
Every two weeks . . . : 19.1 20.3 16.8
Once a month 410 487 | 466) 328 | 407 325) 332 ] 385 | 302
As they become due 219 1297 1252} 265 [ 259|255 267 | 25.6 | 26.1
Some other time 04 1.3 (29 05 06 ] 28 0.6 0.9 2.9
Don't know/Don't answer i1 04 | 07| 02 03} 05 0.3 0.5 0.3
Total 100.0 | 100.0[100.0} 100.0 [ 100.0| 100.0} 100.0{ 100.0 | 100.0

Within a day or two of arrival

Weekly 8.3 10.2] 74 ‘ 8.6
Every two weeks 210 11971180 164 [ 218¢ 185
Once a month 292 13331260] 3101346 283
As they become due 283126012651 293|257 261
Some other time 051 0% ; 34 0.7 04 3.3
Don't know/Don't answer 03108 (08] 05| 061 03
Total 100.0{100.0(100.0] 100.0{100.0]100.0




Table A2-48
First«Class Mail - Timing of Bill Payment -~ by Household Income
{Percent of Households)
Postal Fiscal Years 1987, 1999 and 2000

(=-49.94 1:§10K:: 5149 i §18K- $19K

U e i R 1987411 : i1 2000 ] 19990 20005' 1987 1 1999 -| 2000:
Within a day or weo of orrival 17.8 7.4 15.7 27.0 103 8.4 15.8 20.7 10.5 14.7
Weekly 2.7 0.3 2.2 3.9 0.6 2.5 6.8 6.5 4.9 59
Every two weeks 6.0 1.4 3.9 7.4 10.9 10.2 7.7 15.2 12.4 9.6
Once a month 54.8 70.7 515 41.7 65.5 52.6 43.6 328 451 33.7
As they become due 17.0 18.6 232 17.9 11.6 24.2 23.7 243 26.8 329
Same other fime 0.4 1.4 3.4 0.5 0.1 1.1 2.4 0.3 01 2.1
Don't know/Don't answer 0.3 0.0 0.0 1.6 1.0 0.9 0.0 03 0.3 1.3

Total 100.0 | 1000 | 1000 | 100.0 | 1000 ]OO O] 1000 | 1000 100.0 { 1000 | 1000

349K .| - $35¥ $499K -

PR R8T Y999 1:199% 12000 | 1987711 000 | 1987 | 1999 2000
Within @ day or two of arrival 13.6 11.7 18.6 10.5 10.9 143 13.0 6.9 14.5
Weekly 57 49 972 6.7 4.6 82 10.0 89 11.5
Lvery two weeks 131 P 103 211 16.5 17.0 24.7 209 17 8
Once a month 31.3 4.4 354 31.1 40.2 31.2 253 348 278
As they become due 35.0 29.5 23.4 29.6 26.8 25.7 26.8 27 4 26.3
Some other time 1.2 1.4 29 1.1 10 3.2 0.1 0.5 1.9
Don't know/Don't answer 0.1 0.0 0.2 0.0 0.0 0.4 0.1 0.6 0.2
Total 100.0 | 100.0 | 100.0 | 100.0 | 100.0 100.0 f 100.0 1 10004 100.0

- 399.9K" 4o $100K+
20001967 - 1999 1 2000

143

Within a day or twa of arrival . B.6 13.5 10.5 12.7
Weekly 12.9 8.9 11.9 7.5 13.5 3.3 7.7 11.6
Every two weeks 19.6 28.5 20.1 24,7 22.5 18.9 20.4 22.9
Once a month 261 31.4 24.7 20.1 23.6 32.6 30.7 24.0
As they become due 28.2 22.3 24.5 29.4 29.0 299 29.2 243
Some ofher time 0.4 0.6 3.8 3.9 2.2 1.9 1.2 3.5
Don't know/Don't answer 0.1 0.1 0.8 0.0 0.6 0.0 0.3 0.8

Tolal 100,01 1000 [ 100.0 | 100.0 ]000 lOﬂﬂ 1000 IOOO 1000 1 1000 F 1000 § 100.0
Note: 2000 tstimates for Income Levels $25K-$29.9K are identicul to those in $30K-$34.9K since cotegories used to collect data only included $25K-$34.9K.




Table A2-49 .
First-Class Mail -- Use of Automatic Deductions
{Percent of Households)
Postal Fiscal Years 1987, 1999 and 2000

1ooaeee
80.7
7.8
54 #.1
2.5 4.0
. 3.4 6.3
Don't know/No answer 0.5 0.1 0.3
Total 100.0 100.0 100.0

NOTE: 1998 and 1999 figures reflect the responses to, " About how many of your
monthly bills are paid by automatic deduction from a bank account?" 1987 figures
reflect the response fo, "How many payments each month are automaticaily deducted on o
prearranged basis from savings or checking uccounts?"
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Table A2-51
First-Class Mail -- Use of Automatic Deductions -- by Age
(Percentage of Households)
Postal Fiscal Years 1987, 1999 and 2000

T 8.2 | 22:04

S AR I W SR 4. NN F. SR
1987 11999( 20001 1987 | 199912000} 1987 | 199912000

893 [ 9291759920 940)/84] 753 | B42 ) 679 735 80.5 65.3
7.7 3.6 | 10.6] 51 49 | 11271 155 | 7.7 | 1551 1460 7.7 15.3
2.1 00| 69 1.2 0.2 7.0 58 572 8.4 5.4 6.2 89

1587 [ 1995 [ 2000

0.0 3.5 29 0.2 0.2 1.6 1.5 1.4 3.7 1.9 2.1 41
0.5 001 371 02 08 1 1.8 1.1 151 41 1.4 3.1 6.7
Don't know/No answer 0.4 0.0 00 1.3 0.0 00 0.8 0.0 04 1.8 0.4 0.3
Total 100.0 | 100.01100.0] 100.0[100.01100.0y 100.0 ] 100.0]100.0] 100.0 ] 100.0 | 100.0
Mean (.2 011 046 D1 0.1 0.4 0.4 0.3

0.7 0.4 0.4 0.9

Numbsr of Monthly Deductions | -z 1o T

. - s . 6569 | 70+
11987 11999 2000) 1987 | 199912000] 1987 | 19992000} 1987 | 1999 | 2000
0 709 1768|651 797 1799|697 816 |840] 705 881 767 | 69.6
1 1851 96 (138 112 81 [11.21 107 | 41 99 57 8.5 94
2 41 5.4 9.0 5.1 8.0 7.4 2.7 4.2 88 2.7 4.4 7.4
3 2.8 3.8 49 0.8 12 4.1 20 2.8 27 1.6 4.3 4.8
4 + 1.0 43 70 1.6 2.8 7.2 2.1 4.8 7.9 1.1 5.9 8.4
Den't know/MNo answer 2.7 00 ] 03 1.6 00 | 0.3 0.9 0.1 0.2 0.8 0.1 0.4
Total 100.0 1100.01100.0§ 100.01100.0§100.0] 100.0]1100.0] 10001 100.0{ 1000 | 1000
Mean 0.4 061 09 1] 03 04 1081 04 051 08 0.2 0.6 0.9

@ NOTE: 1999 figures reflect the response to "About how many of your monthly bills are paid by automatic deduction from a bank

account?” 1987 figures reflect the response to “How many poyments soch month are automatically deducted on a
prearranged basis from savings or checking accounts?”



Appendix A3: Standard Mail (A)




Table A3-1
Standard Mail {A) Content of Mailpiece
{Percentage of Standard Mail {A) Received by Households)
Postal Fiscal Years 1987, 1999 and 2000

Advertisement - B9 88.6 90.8
Fund request 1.2 1.0 1.0
Newsletter/information/other 16.9 7.6 6.9
Don't know/No answer 7.0 2.8 1.3

Total 100.0 100.0 100.0




Table A3-2

Standard Mail (A) by Major Industry by Quarter

(Mean Pieces Per Household Per Week)
Postal Fiscal Years 1987, 1999 and 2000

oo} o Quarter2 o i, Quoder3 1 Quoderd .

_ 2000 |- 1987 | 1999 | 2000 | 1987 | 1999 | 2000 | 1987 | 1999 | 2000
Credit Card 0.2 0.5 0.5 0.2 0.5 0.4 0.3 0.7 09 0.2 0.6 0.9
Bank 0.2 0.3 02 0.1 0.2 0.2 0.3 0.3 0.5 0.2 .3 0.4
Total Financial 0.9 1.5 12 0.8 1.2 1.2 1.2 1.8 2.6 0.8 1.4 23
Supermarkets 0.3 0.1 0 0.3 0.1 0.1 0.2 0.1 0.4 0.2 0.1 2.1
Department store 1.4 0.9 0.9 0.8 0.6 0.6 1.3 0.9 1.1 1.1 0.7 1.2
Mail order company R 2.1 1.6 1.4 1.5 1.4 1.3 1.9 2.6 1.3 1.7 2.6
Speciolty store 08 08 0.5 0.7 0.6 0.4 0.8 0.6 1.0 0.7 0.5 0.9
Publisher 0.9 1.0 0.6 1.4 1.0 0.6 0.9 0.8 1.1 1.2 1.0 1.3
Total Merchants 4.9 5.1 4.0 48 3.9 3.3 50 4.5 6.5 4.8 4.1 6.4
Total Services 0.5 1.0 1.1 0.4 Q0.9 0.9 0.7 1.0 1.7 0.5 0.9 1.5
Total Social/Charitable/Political/Nonprofit 0.5 0.4 2.1 0.2 0.2 1.6 0.2 0.2 35 0.2 0.2 3.0
Detached label 0.6 0.6 0.2 0.5 0.5 02 07 0.7 Q0.5 0.6 0.6 0.4
Not from one organization 0.6 0.4 2.6 0.4 0.3 1.8 0.4 0.4 30 0.4 0.3 2.7
Total Pieces Per Household Per Week 8.2 25 1.1 7.3 7.2 8.9 B.4 9.0 17.9 7.4 7.6 6.4




Table A3-3
Standard Mail (A) Addressee
{Percentage of Total Stundard Mail (A}))
Postal Fiscal Years 1987, 1999 and 2000

Tl 1987 :

Addressed to specific person 50.1 47.3 55.8 5.29 6.28 9.20

Addressed to occupant 22.7 14.4 105 2.39 1.91 1.73

Don't know/No answer 0.9 09 7.2 on 0.12 1.19
Total Pieces Received by Household 73.7 624 735 7.78 8.31 12.12




Table A3-4

Standard Maiil (A) Addressee by Industry

(Percentage of Pieces)

Postal Fiscol Years 1987, 1999 ond 2000

i d. Spétlt":c Hous;:old - Addressed Tz Total
n usfry “Members Occuparlt/. Resident .
e ' 11987 ]1999{2000] 1987] 1999] 2000} 19871999} 2000

Financial:
Credit card 7.1 [ 9591658 2.0 1.4 2.5 1100.01100.0§100.0
Bonk 89819141924 87 | 60 | 62 {100.01100.0(100.0
Securities broker 96819761956 29 | 1.1 3.6 110C.01100.0]1100.0
Money Market @ 93719821932) 0.0} 1.8 ] 3.4 [100.01100.04100.0
Insurance Company 9321892461932 55 8.5 52 |10C.01100.0110G.0
Real Estote/Mortgoge 7281 80618171267 117.6117.91100.01100.0}100.0

Total Financial 92119214920 68 | 57 | &5 [160.0[100.0]10C.0
Merchants:
Supermarkets 11112661222 (87717331 77.24110001100.01100.0
Department store 68317331762 309260226 }100.01100.0]100.0
Moi] order company 2581965974 33| 2.7 1.9 1100.01100.0}100.0
Specialty store 564162817281 43.0| 3661 260(100.01100.0}100.0
Publisher 7201 7581895258222 7.4 [1100.04100.0}100.0
Land promotion comopany @ P20 964 1846] BO | 3.6 | 14.2[100.01100.0}100.0
Restaurant 21312831 N/A 1 776 745 | N/A [100.01100.01100.0
Consumer packaged goods 861 | 923 N/A 135 69 1 N/A {100.0]100.01100.0
Auto dealers BB.7 1949 N/AL B4 | 4.2 | N/A|100.01100.0{100.0
Service stations O 564 | 875 | N/A [ 436 1251 N/A 1100.0]1100.0[3100.0
Mol © 1931344 N/A [ BO.7 1 656 NA[100.0]100.01100.0
Other merchants 1941 781 | N/JA | 83.3 | 21.9 | N/A [100.01100.0{100.0

Total Mercharts 721 1804173812671 18.6]24.9]100.0/100.0[100.¢C
Services:
Telephone 9461707 1 B4.0| 4.7 | 284 14.21100.0{100.01100.0
Other Utilities © 904194719361 24 1 45 1151 (100.0/100.8]100.0
Medical 77218151827 |227|17.1]16.84{100.0/100.0]100.0
Other professional & 21.019271885] 65| 65 ]11310.641100.0[100.0/100.0
Leisure service 8521861191.71145]132] 7.3 1100.0]100.8]100.0
Cable TV 80.1 16491587 ]1929]351]41.0{100.0]100.0/100.0
Computer 98318721857 1.1 | 10.9]13.8}100.0{100.0{100.0
Craftsman @ 41.91 740 | N/A | 57.2 | 24.5 | N/A 1100.01100.0{100.0

Total Services 81.5180.11836]175]188]117.0}100.0]100.0}100.0
Nontederr Government 1 73.3]802] 746263} 18.8] 25.31100.61100.0/100.0
Social/Cr_sitable/Political/Nonprofit:
Union o _rofessional Orgonization ® 82619681951 1104} 3.0 2.6 1100.0]1100.01100.0
Church 79.41808189.6}159}1 192§ 8.2 |100.01100.0{100.0
Educe . 1al 87918488781 114]1151)11.0]100.0}100.0{100.0
Charities O 98119449594 1.9 § 51 1.7 {100.01100.0]1100.0
Political Campaign 873192019181 1214i 80 ¢t 7.7 J100.0]100.0]100.0
AARP @ 100.0) 950 N/AL 0.0 1 50 | N/A1100.0]100.0f N/A

Total Social/Charitable/Poiitical/Nanprofit B8.31882]920]10.7]11.6] 6.2 |100.01100.0}100.0

@ Fluctuations may be due to small sample size.




Table A3.5

Standard Mail (A) by Shape

Postal Fiscal Years 1987, 1999 and 2000

| . -Porepigeof . | - PiecesPer

; _Total Standard Mail (A) | *. Househeld Per Week
L 1999 |- 2000 | 1987 | 1999.| 2000
Letter Size Envelope 17.3 17.0 190 1.83 1.91 3.13
Larger Envelope 12.0 111 10.5 1.26 1.43 1.74
Total Envelope 29.3 28.1 295 3.09 3.34 4.87
Detached Label Card 548 4.6 17 0.61 058 0.28
Postcard 1.8 3.2 4.2 0.2 0.41 0.69
Catalog {not in envelope) 14.2 13.1 12.7 1.5 1.53 2.09
Flyers/Circulars 20.1 14.8 121 2.12 1.87 1.99
Magazines/Newsletters 1.7 3.4 4.7 0.18 0.45 0.77
Other/Don't Know/No answer 1.0 1.1 7.5 0.1 0.15 1.24
Total Pieces Received by Households 73.8 468.3 73.5 7.78 8.31 1212




Table A3-6a
Stondard Mail {A) Industry by Shape
{Percentage of Pieces Received by Households)
Postal Fiscal Years 1987, 1999, 2000

L Letter Size - | .. Larger Thon *n Pm d =} Cotalog
Industry ‘Envelope ' {letter Envelope | - 7 ot inenvalope)
i 19687 | 1999 | 2000 { 1987 | 1999 | 2000} 1987 | 1999 | 2000} 1987 } 1999 | 2000

Financial:
Credit card 50.5162.3]67.7]12811321|226} 04112129 231102 1.3
Bank 65.0167.115981146113111411 341431681 18}105103
Securities broker 56.3137.8|2571187|2801399| 0506181521184 6.0
Money Market © 66.1130.6}1275) 83 1244363107153 104185]|465]73
insurance Company 668150.0]1556]1929{307123.3 107 124211141051 13
Real Estate/Morgage 32115081408 731771 724Vi07|224(250]| 32103} 1.2

Total Financiol 60.1156.81{56511941255(222{20)141 )1 4526|061 1.8
Merchants:
Supermarkets 401401511271 341601071 267133152]31]100
Deportment store 881751681361 45149133§91[121{40.8{204]357
Mail order company 2081 98180 220116211261 08| 0.9 1.2 |48.5]63.3165.6
Speciolty store 1051 76193165156 ]55]1511]1102]101]268]15.1]34.2
Publisher 265|126.6135.3i34.1[325]|284|1 12141} 221{44]50]| 67
Land promotion & 78112081421 4.4 1353|1771 1.3 1155|206 34|20 2.7
Restaurant 45065 IN/AL Y6 23 INAT2T8L 32 IN/AL 21 ] 2.0 ] N/A
Consumer packaged goods 350 [16.3N/AJT16T[283IN/A| 22| 5.0 i N/A] 5.6 3.8 N/A
Auto dealers 283 {25 7 N/ATT13.6] 24 | N/AL 651 8.1 [ N/a] 7.1 | 3.7 | N/A
Service stations ® 1421 44 INATOO L 20 IN/AT 5921287 N/A{ 0.0 F Q.0 | N/A
Mall @ D71 00 |NA[DOO] DO |INMALT DY [267IN/AT21.6]118.31 N/A

Total Merchants 180112911341 1631159]131}1 25| 44 ] 54 |28.1131.9140.2
Services:
Telephone 289146014541429113.3]12021 52 |11211 928162115 1.1
Other Uiilities © 331126913811 92511551163 221581 924}60}|22] 05
Medical 27.112051206] 8.1 |13.4]1142] 6.9 }123|¥1.471 264 49| 5.3
Other professional @ 48.6149.6|38.41140]183} 681186217219 081¢t57
Leisure service 41.5136.4|128.61159|14.741573 421 94| 95|41 [ 53] 9.8
Coble TV 154114.7|156[144] 631 70|78 116.2127.1]206] 06| 3.0
Computer 30.7120.31209127.6113511245 00 ] 924} 9.6 ]16.2]21.6]19.0
Croftsman @ 1321130 NAT 29 1IBTIN/A] 59 {183 N/AJ 0.0 ] 0.8 | N/A

Total Services 328132.0]1299[17.5)143]150] 60 ]11.1(11.9)1 6.1} 49| 6.4
Government:

Nonfederal Government

117.5113.7]120.7] 9.1 | 4.8 [10.7]

40f 6244100171 4.6

Social/Charitable/Political/Nonprofit:

Union/professional @ 38.3]38.7136.1117.7114.11180[1 22| 84|24 (34112148
Church ® 363]17.7]1406]101111.2] 991 35 [191] 6.4 4.3] 7.0 1.6
Educational 40.0130.8]2851142[112]109] 3.0 181 671 7.1 {55 8.7
Political ~ampaign 3311421310127 | 5611211 84 1105[128] 041 03] 06
AARP G 20.9]25.7| N/A 1572 | 60.8] N/AL 0.0 | 2.5 I N/A| 81 | 2.2 [ N/A
Total Seciol/Charitable/Political/ 135 0104 41436l 12.4| 1230168 45| 701 59| 333333
Nonprofit

Total 23.5123012501162]17.21143) 25) 49157 1192]184]17.3

@ Fluctuations may be due to small sample size.




Table A3-6b

Standard Mail {A) Industry by Shape

(Percentage of Pieces Received by Households)
Postal Fiscal Years 1987, 1999 and 2000

Finoncial:
Credit card 8113813900011 02]1066]03[1.0110031100]100
Bank 1431178143107 [ 27118070612 11004100] 100
Securities broker 16611211416l 16l 691 811 1.1 [128] 22100100100
Money Market © 1462641122100 42 {20118 C6 | NALIOO] 00| 100
Insurance Company 10211131 1v3]l05 1461491 05[05]08]1004 100|100
Reol Estote/Morgoge 449117212021 1411731147051 0311571003100 ]100
Total Financial 1479396t 05125128 [08]12]12]1100}100]100
Merchants:
Supermarkets gs5.7(812l6201 08142 1127( 070151 061100110C1100
Department siore 42.5154.1[328{03f26]41]106] 181 09}1100]100]| 100
Mail order company 7015651102117 29]08]1 2510921100100} 100
Specialty store 4981567328 03[ 3846107 [1.01311100]100} 100
Publisher 2041181 89 1121120711421 121201 1.7 1300] 1001100
Land promotion ® 1271159011200 221400 1.3} 1.7 1100[1004 100
Restqurant 7005531 N/AL 00| 1.1 [N/A[ 0.0 0.8 INALIOQ ] 100 | N/A
Coansumer packaged goods 38013721 N/AL 18T 7.3 NAL 121 23 EN/ALIOO] 100} N/A
Auto dealers A2 71486 FNAL 18] 35 NA] 02 TOINATTOO] 1001 N/A
Service stations @ 7991649 N/AL GO ] O.C I N/AT Q0] 0.0 I N/ATI00 [ 100 | N/A
Mall @ 7591 55 INJAJ 1.0 0.0 [ N/AL 0.0 ] 0.0 IN/ALTI00] 100 | N/A
Total Merchants 313126611801 29 6354610120011 3131001 100 100
Services:
Telephone 1432581189 131061171331 07734181100} 100100
Other Utilities © 293136112581 501131 61 11471 0452471001300 7100
Medical 50513202940l 44 115501651 05114107 110071001 100
Other professional O 31501912991 221561917001 044)71.1]17001100]1100
Leisure service 331125.7|2641 081 711531041141 111100110011C0
Cable TV 360157113921 391 421641191 02]07]160]100]100
Computer 249120412051 071431 34§001105]57]100]100]1100
Craftsman ® 70.4147.6 I N/A] 0.6 | 2.2 [N/AJ 0.0 | C.O | N/AT 100 | 100 | N/A
Total Services 3423130012691 20]1 58641131 1.9 (1.6]100]1001100
Government:
Nonfederal Government 5581576456 221 14 112211312041 1.71100}10Q] 100
Sociol/Chartable/Political/Nonprofit:
Union/professional ® 35.6122.6[1791 28 114.7119.0} 0.0 0.3 ] 1.0]100] 100} 100
Church @ 385131012511 10113.7{138] 03} 03] 1.611001100]100
Educational 337]40.11281] 1.4 110411381 06} 021 1.0]1100]100] 100
Political Campaign 540167313621 1.3]120158]02]101]10.7}1100}100] 100
AARP © 671 1.8 NATZ70] 31 INA]LO00] OO FNAJTOD] 100 ] N/A
Tota! Social/Charitable/Political/ 39814001189}l 241 871911041031 1.31100]100]100
Nonprofit
Total 272]22.4}164] 23|54 ] 641 1.318.7110.2)100]100]100C

® Fluctuations may be due to small sample size.




Table A3-7a
Standard Mail (A) Shape by Industry
{Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

, - .. - Letter Sxe. - Jlarger Than-letter|
Industry - Envelopss | _Envelopes |~ Fosteords.
19871 199912000] 1987]199912000] 1987]1999]2000

Financia!:
Credit card 75 1182112071 51 11251 881 05 1.6] 28
Bank 691951561 23251251 34[28129
Securities broker 27 2211731131211 32102102104
Money Markei 04 102103101 102108]00]01100
Insurance Company 10811021 73147 | 8415711012413
Real Estate/Mortgage 1.4 1381121051081 04144179 34
Other Financial 06 102107103101 ]104])00]00]1] 05

Total Financial 30314431 4.4 114312664 321 001151} 1.6
Merchants:
Supermarkets 051031 03105]103[06]1 0921081 08
Department store 56 1301201331241 27 1197711731166
Mail order company 1441 92150 122172041148 52| 39| 34
Specialty store 41 1251192 | 37125121 119201160¢1 9.7
Publisher 1551130 98 |289[21.3]148) 644 3.1 ] 28
Land promction company 191037 1031021021 02103|02106
Restaurant 01 O PN/ 0. 0.7 | N/A ] 6.1 3.1 | N/A
Consumer packaged goods 24 1 12 INATIAE T 28BINALTA LT 18] NA
Auto dealers Q7 107 INATOE LD INATTAL T.1 & NA
Service stotions O 1 DO INALOO OO INALOI] 1.3 NA
Mall 00§ 00 | NJALT QO | 0.0 INAT 0T { 0.2 1 NA
Cther merchants 27 8 Q4 INAT 22 102 INAL T2 0.6 1 N/A

Total Merchants 48.01305] 3.2 163.11505{ 59 [62.7[4941 5.7
Services:
Telephone 10149128121 119231171601 28
Other Utilities 0310410601 }103]105]02[10410.7
Medical 1111301210581 1164125136132
QOther protessional 08| 0B 08103104103 ]10C3104107
Leisure service 29 146|126 1.6 | 25271274156 4.0
Cable TV 06 1051041081031 03129129] 30
Computer Q3110110041021 371001224120
Craftsman D1 O3 {NATOT LA INAL 04 21 § N/A
Other services 231181291 144114122 ]154]126]6.1

Total Services 4 11571 151 73] 94 14 {16.1125.6] 2.8
Nonfederol Government 0.7 109108 | 061041081161 18]108
Social/Cheritable/Political/Nonprofit:
Union/prc- 2ssional D61 051191041031 181031051056
Church 3102145101 ]102[21]1031 11133
Educotional 1.2 1 13] 451061061 32|08 41 49
Politice 161051221 02]102]1613711.6] 42
AARP 01§ 0% INALOBS 1 03] NAL OO 00 ] NA
Othe- social/Charitable/Political/Nanprofit 111071 341061081341 051 04138

Total Social/Charitable/Political /Nonprofit 49 133133124241 24561411 34
Not from one crganization 43138135 |109]1 99| 8612911575
Don't know/No answer 241101 7611410311543 3614 01 .8

Total 100.01100.0{100.04100.0]1100.0{100.0[100.0]100.0{100.0




Table A3-7b
Standard Mail (A) Shape by Industry
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

Industry 1 inotinenvelope}. Hm L azines -
o 1987 | 1999 | 2000 | 1987 | 1999 [ 2000 | 1987119991 2
Financial:
Credit card 0.5 0.1 0.4 0.9 1.2 1.3 0.0 0.2 0.2
Bank 0.2 0.1 0.1 1.3 V.7 2.1 Q.1 1.7 08
Securities broker 0.3 0.1 0.5 0.7 0.7 1.0 0.8 1.7 2.0
Money Market 0.7 0.0 Q.1 0.1 0.2 0.2 0.0 Q.1 0.5
Insurance Company 0.3 0.1 0.3 j.4 2.4 2.4 0.8 0 3.1
Real Estate/Morigage 0.2 0.0 0.1 1.7 1.3 1.0 0.6 0.4 0.2
Other Financial 0.0 0.1 0.1 .3 0.0 0.3 0.2 0.2 0.3
Total Financial 1.6 0.6 0.2 6.4 7.4 1.2 2.5 8.3 1.0
Merchants:
Supermarkets 0.9 0.2 08 | 100 5.2 5.4 1.1 1.3 3.2
Depariment siore 319 1103115312341 2251154 ] 2.1 4.5 59
Mail order company 4101 742 [ 595 | 4.2 5.4 5.1 1.4 &.7 8.5
Specialty store 1291 6.3 1021170411931 107] 1.4 54 4.5
Publisher 3.2 3.1 2.7 10.3 59 3.9 71.9 | 43.3 1 19.0
Land promotion company 01 0.0 0.0 0.3 01 0.1 0.0 01 0.0
Restourant 0.) 0.0 N/A 1.8 1.1 N/A 0.0 0.1 N/A
Consumer packaged goods 0.5 0.4 N/A | 2.2 2.9 N/A 1.3 2.3 N/A
Auto dealers 0.2 0.1 N/A | 09 1.4 N/A 0.4 0.4 N/A
Service stations 0.0 0.0 N/A | 04 0.7 N/A 0.0 0.0 N/A
Mall 0.2 0.0 N/A (.4 0.1 N/A 0.1 0.0 N/A
Other merchaonts 0.9 0.2 N/A 1.4 0.4 N/A 0.0 0.3 N/A
Total Merchants 919 19484 147 {723 | 650 6.8 79.7 | 64.2 6.9
Services:
Telephone 0.3 0.2 0.1 0.4 2.8 1.8 0.4 0.3 0.5
Other Utilities 0.1 0.0 0.G Q0.2 0.6 0.6 (.4 0.8 0.5
Medical 0.1 0.4 0.5 1.7 2.0 2.8 1.7 4.0 48
Other professional 0.0 0.0 0.2 0.5 0.3 1.0 0.4 0.4 0.9
Leisure service 0.3 0.8 1.3 20 3.3 3.8 0.6 3.8 2.3
Cable TV 1.0 0.0 0.1 1.2 2.1 1.5 1.6 0.7 0.7
Computer 0.2 1.3 1.3 0.2 1.0 1.5 0.1 0.9 0.8
Craftsman 0.0 0.0 | NJA | 0.5 1.2 N/A | 0.0 0.2 N/A
Other services 0.2 0.2 0.4 1.8 1.7 4.4 Q.8 1.0 20
Total Services 2.2 3.0 0.5 8.5 15 2.2 60 | 1221 1.6
Neonfederal Government 0.5 0.1 03 | 20 1| 3.7 2.9 1.0 3.8 2.4
Social/Charitable/Political/Nenprofit:
Union/professional 0.1 0.0 0.4 0.4 0.3 1.5 0.4 0.9 4.8
Church 0.0 0.1 0.3 0.3 0.4 4.4 0.7 0.7 7.4
Eduycational 0.3 0.3 2.0 0.9 1.8 7.1 0.4 1.9 | 10.6
Political 0.0 0.0 0.1 2.2 2.2 4.0 0.6 0.3 2.0
AARP 0.1 0.0 N/A 0.0 0.0 N/A 0.4 0.1 N/A
Other 0.0 0.0 0.5 0.7 0.4 5.0 0.8 0.8 4.5
Total 0.5 0.5 0.6 4.5 5.1 4.4 3.3 4.6 58
Not from one organization 1.9 0.4 2.0 4.9 3.2 6.3 6.0 58 | 14.3
Don't know/No answer 1.4 0.4 1.8 1.4 0.2 1.2 1.5 0.5 1.8
Total 1006} 160.01 3100.01100.01100.01100.01100.01100.061100.0




Table A3-8

Standard Mail (A) Shape by Addressee

(Percentage of Pieces)
Postal Fiscal Years 1987, 199% and 2000

198; y 1987 1 1999 1| 2000 | 1987 | 1999 | 2000 | 1987 [ 1999 | 2000
Letter size envelope 89.5 B8.7 21.6 8.6 8.2 5.2 1.9 3.1 3.2 1000 100.0 100.0
Larger envelope 87.2 88.5 92.2 111 9.4 59 1.7 2.2 1.9 100.0 100.0 100.0
Detached label card 55 34 13.6 94.4 96.6 85.7 0.1 0.1 0.7 100.0 100.0 100.0
Paosteard 65.4 707 43.9 344 29.3 354 0.2 0.0 0.7 100.0 100.0 100.0
Catalog 84.0 949 943 15.6 49 7.5 0.4 0.2 1.3 1000 100.0 100.0
Flyers 47.8 64.1 17.1 51.5 356 281 0.7 0.3 0.9 100.0 100.0 100.0
Newspapers 37.6 55.5 70.0 58.5 43.9 26.6 3.9 0.5 3.3 100.0 100.0 100.0




Tabie A3-9
Standard Mail (A) ZIP Code Usage by Shape
(Percentage of Mail Received by Households)
Postal Fiscal Years 1987, 1999 and 2000

l’a{'iggf?Si_;.'e:Epyélopa | Largeeﬂ;:,:el,eﬂer . :Deiqche_fi Label Postcard
. 9 1999 | 2000 | 1987 | 1999 | 2000 | 1987 | 1999 | 2000 | 1987 | 1999 | 2000
5-digits 95.4 15.5 17.9 94.9 172 1 458 | 987 ] 799 107 | 960 | 270 { 255
Zipt+4d 2.3 80.4 | 30.3 2.6 8C.0 2.4 0.6 15.2 1.4 2.0 70.6 4.6
ZIP not included 0.2 0.5 3.6 0.5 0.2 7.1 0.5 4.8 8.1 1.5 2.3 16.0
Don't know/No answer 20 3.5 7.9 1.9 2.6 1.2 0.2 0.1 1.0 0.5 0.1 1.6
Total Mail Received by Households 100.0 100.0 [ 100.0] 1000 | 100.0] 100.0]1100.0] 10001 100.0]100.01 100.0}110C.0
L .- Catalog g . Newspapers/ .
R 4 Not in Envelope -~ | - ,;_'.”?’.ef‘. o] -Magazines o 1_.9*.0! :
1987 | 1999 | 2000 | 1987 | 1999 | 2000 | 1987 | 1999 | 2000 | 1987 | 1999 { 2000
5-digits 95.2 7.0 46.2 86.8 266 | 275 | 806 | 209 | 299 | 925 220 | 373
Zip+4 2.9 92.3 1.7 2.0 68.3 3.9 1.3 64.7 4.2 2.2 73.8 6.9
ZIP not included 1.4 0.5 3.2 9.7 4.9 12.3 12.1 13.9 17.2 3.5 2.5 9.6
Don't know/No answer 0.5 0.3 2.6 1.5 0.2 2. 6.0 0.5 7.4 1.7 1.6 3.4
Total Mail Received by Households 100.01100.011000) 1000 | 100.0} 100.0 ] 100.0] 100.0 1 100.0] 100.0} 100.0 | 100.0




Table A3-10
Standard Mail (A} Demographics -- Pieces Received Per Household Per Week
Postal Fiscal Years 1987, 1999 and 2000

o8 . 1999 T Employmant of Respondent 1987 | 1999 2000
3.8 3.9 7.3 White collar professienal 8.2 10.8 3.9
572 4.4 6.8 White collar sales/clerical 4.8 8.5 0.4
58 5.1 8.1 Blue collar crattsmen/mechanic 5.4 5.8 8.9
6.5 5.4 8.2 Service Worker 5.2 5.6 7.5
6.6 5.4 %0 Other employed @ 4.6 7.8 9.1
7.9 6.3 10, Homemaker 7.3 8.1 11.0
8.7 6.9 0. Student 8.0 5.8 5.7
9.5 82 | 114 Retired 68 8.6 14.0
0.9 9.7 12.0 Other not employed 2.5 5.6 9]
4. 12.3 14.8 e
1987 1 1999 | 2000 | Type of Dwelling 1987 1999 2000
3.3 4.1 5.3 Singte-tamily house 90 9.4 13.0
6.6 K] 8.8 Multi-family house 6.5 5.9
8.3 8.0 1.7 Apartment 4.5 5.1 8.3
8.9 9.8 3.1 Holel @ 5.7 - 10.5
9.8 10.0 3.9 Boarding hoyse @ 4.0 - N/A
8.2 92 13.9 Mobile house 5.5 5.5 /.8
/.6 8.2 14.5 Csroup quarters @ 7.g - 11.0
TR o 98 ] 1999 17 2000 . Urbansety - 1987 1999 | 2000
< Bth grade 5.0 4.7 i Major metro area:
Some High School 5.4 54 91 Center 4.1 b6.6
High School 7.0 6.8 9.4 Non-center 7.4 7.5
Some College 7.9 8.5 11.0 Moderate-sized city 4.8 8.4
Technicat School 7.8 9.3 5 Suburb 8.7 10.7
Col eqed 9.9 {gg 4.2 Smo|if town 6.2 7.5
Post graduate 11.8 , 16. Rura 6.4 8.0
~3 - Typa o Hobsaheld™ 11999 000 | i Number of Adults 19 1999 -1 2000
One-person household 55 6.4 9.1 ] 5.2 6.2 97
Male 4.7 6.0 8.5 2 8.3 8.8 2.7
Female 5, 6.6 G 4 3 2.0 2.6 3.1
One adult + minors ® 4.3 5.3 10.6 44 2.0 B.7 14.6
Male @ 4.6 7.6
Female © 4.3 50
Mere than one adult without children B9 9.4
One-earner 9.0 10.0 98
Two-eqrer 5.9 95 11.4
More thon one odult with children 8.2 8.3
One-earner 7.9 7.4 8.1
Two-eqrner 8.6 88 11.9

1]

@ Fluctuations may be due to smali sample sizes.
Note: 2000 Estimates for Income Levels $25K-$29.9K are identicol to those in $30K-$34 9K since categories used to collect data only included $25K-$34.9



Table A3-11

Receipt of First-Class and Total Standard Mail (A)

(Including Non-Profit Mail}

by Number of Moil Order Purchases Made in the Last Year
(Pieces Per Household Per Week)
Postal Fiscal Years 1987, 1999 and 2000

-} standardMail ()

-~ {Including Nonprofit Mail)

1987 1987 1999 2000
0 7.0 . 7.5 7.7 10.5
i 8.7 8.4 12.5 9.5 8.7 10.8
2 8.2 9.7 11.6 9.5 11.6 10.9
3-5 9.5 9.2 10.8 10.8 11.9 11.6
6-10 1.3 ?.9 13.3 13.8 13.3 127
1+ 12.3 1.3 14.8 15.2 16.5 12.4




Table A3-12

Standard Mail (A) by
Familiarity With Institution
(Percentage of Mail Pieces Received by Households)

Postal Fiscal Years 1987, 1999 and 2000

Familiarity | 1987 | 1999 | 2000
Previous customer 47.5 47.3 53.3
Organization known 17.4 18.7 201
Organization unknown 18.1 151 15.6
Don't know/No enswer 171 18.9 11.0
Total Received 100.0 100.0 100.0




Table A3-13
Standard Mail (A) by Industry and Familiarity
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

o e i R col e R

i ; ' iﬁé? I 1999 I 2000' 9 987 | - ) 1987 l 1999 ! 2000
Financial:
Credit card 524 138714421199 | 2681 304§ 177 15511701100 ] 120 | 84 [100.0]100.01100.0
Bank 436 | 382 [ 506 17311281 1431231294 [ 2351160 ] 196 [ 11.51100.0]|100.0{100.0
Securities broker 4951 417 1 69.0 1 1351 155 1161 257 [ 111 9.8 1131117 2.7 [100.0]100.01100.0
Money Market ® 553 51.7] 6761 133 | B8 7.2 1590191 [ 1411155 204 ] 11.1 1100.0[100.0]100.0
Insurance Company 33461 343138612181 259127613231 2194123711231 1791101 1100.0]10001100.0
Real Estate/Mortgage 1331152155 4111204 {13361 326 435 [ 42211301 210] 87 1100.0]100.0]100.0

Total Financial A05 1 369|476 ] 2131 2241208 | 257 [ 2221217 1125]1 185 ] 99 |100.0]100.0[100.0
Merchants:
Supermarkets 601 ] 6351 68011521 99 | 153 ] 54 2.2 7.2 19312431 25 [100.0]100.0]100.0
Department store 752 ) 7661 780 | 9.1 8.3 9.5 4.3 2.1 2.8 114|130} 97 j100.0]100.0]1000
Mail order company 5081549 5261 1731188 ] 193] 2243 1351 183 | 9.4 1271 99 [ 100.0[ 100.0{100.0
Specialty store 5051609 ] 61812001161 11601721 78 104 [ 1248151 1 11.7 1100.0]1100.0[100.0
Publisher 409 [ 4341530 ] 186 ] 1811 187 ] 143|119 | 149 ] 262 ] 265 ] 13.3 ]1100.0{100.0]100.0
Land promotion company @ 30 12191151 {154{ 166 165 704 | 544 ] 567|112 7.1 V1.7 1 100.0f100.0 100.0
Restaurant 502 1 55.9 ] N/A | 202 | 232 [ N/A ] 134 1 113 N/A T 1621 95 N/A 1100.0[100.0f N/A
Consumer packaged goods 557 [ 468 1 N/A [ 205 [ 232 | N/AA L 1171 145 [ N/A | 127 | 155 [ N/A 1100.0]100.0[ N/A
Auto dealers 482 [ 514V N/A 1 271 1187 1 N/JA 125 1 105 [ N/A | 122 1 194 | N/A 1100.01 710001 N/A
Service stations @ 2346 | 4681 N/A | 341 1 194 ) N/A | 247 | 7.2 N/A ] 176 ] 266 | N/A 1100.0]1 100,01 N/A
Mall @ 39.8 | 48.2 N/A 2.5 5.3 N/A 0.4 4.5 N/A 57.3 | 420 N/A 1 100.0] 100.0] N/A

Total Merchants 54041 568 ] 54.8 | 16.1 16.5 159 ¢ 14.7 | 10.2 18.4 15.2 16.5 ] 11.0 [100.0]1100.0]1 100.0
Services:
Telephone 65113791 522117141781 1831 59 [ 2551214} 1191188 ] 81 [100.0]100.0]100.0
Other Utilities © 7091 695|760 58 2.6 5.4 7.9 6.6 141 115411431 45 [100.0]100.0]100.0
Medical 35.0 | 40.1 4451 19.5 193] 23.0 | 34.4 18.1 21.6 11.2 | 22.5 10.9 1 100.0¢ 100.0{ 100.0
Other professional © 439 | 41.01 4181 1391206 | 181 [ 3172 {246 310 [ 110 [ 1392 90 |100.01100.04100.0
Leisure service 337 1 4491 513|212 2141227 [ 310 791182} 141 [ 158 7.9 1100.0}100.0]100.0
Cable TV 654 5781 51.7 1 17.7 1223 | 31.7 | 6.1 4.8 Q.7 10.8 | 15.1 6.9 [100.01100.01100.0
Computer 427 1393129912671 2931316 22721183} 2741 80 [ 131 [ 11.1]1100.0§100.0]100.0
Cralisman @ 77 | 190 N/A 13211309 NA | 4771 380 | N/A | 125 | 121 | N/A [100.0]1100.0[ N/A

Total Services A6 412 49612001210 216 [ 249 { 204 | 205 [ 135 [ 174 8.3 |100.0}1100.0]1100.0
Nonfederal Government 478 ] 4091 643 | 265 2451 216 | 89 142 7.1 16.9 | 20.3 71 [100.01100.0]100.0

® Fluctuations may be due to small sample sizes




Table A3-14

Standard Mail (A) -- Shape by Familiarity With Organization

(Percentage of Pieces)

Postal Fiscal Years 1987, 1999 and 2000

i -

o 7 i.drg_éc Th&i%=taﬂa_r_ Eri'\'fa'idpe " Dofochedl.ubei Postcard - Postcard

A “14 1987 't <1999 2000 1987 | 1999 2000 1987 1999 2000

Previous customer 44.5 39.4 39.7 48.6 399 43.0 17.9 14.6 33.0 48.7 47.3 41.1

Crganization known 19.8 19.8 18.3 18.8 19.0 17.3 16.4 18.1 20.9 17.6 20.3 17.4

Qrganization unknown 239 20.5 15.0 19.8 14.6 13.9 30.0 277 20.7 20.9 17.6 15.2

More than one company/ 1o | 203 | 270 | 128 | 265 | 258 | 357 396 | 254 12.8 148 | 263
Don't know/No answer

Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

| Newspuipers/Magazines

1987

1999 | 2000

49.4 51.5 44.4

Previous customer 47.5 24 4 43.2 50.6
Organization known 14.5 17.2 14.4 17.7 16.5 16.6 10.6 13.5 i0.9
Organization unknown 13.0 10.0 11.0 13.5 0.0 11.4 6.3 6.9 6.4
More than ene company/ 95 16 | 27. 195 | 220 | 276 | s88 | 365 | 321
Don't know/No answer

Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0




Table A3-15
Standard Mail (A) -- Mail Order Industry Shape
by Familiarity With Organization
(Percentage of Mail Pieces Received by Households)
Postal Fiscal Years 1987, 1999 and 2000

oo l.arger'l'hun LéﬂerEnvelope Cafulog ,N_o‘_i. ‘[ﬁ_Eﬁ_\:féiopéb _ Fiyéré o

ok : 1987:] 1999 /2000 1937 T1999 | 2000 | 1987 | 1999 | 2000
Previous customer 46.6 41.9 50.2 52.9 50.4 60.5 53.0 58.7 53.6 420 441 28.4

Organization known 17.1 227 234 15.4 17.4 14.2 18.8 18.7 19.7 155 17.2 24.5

Organization unknown 27.3 20.4 17.8 19.8 17.3 18.4 20.7 10.8 17.1 29.7 219 31.3
9.0 15.0 89 11.9 149 6.9 7.5 11.8 Q7 12.8 16.8 15.7

100.0 | 1000 100.0 ( 1C0.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

Don't know/No answer

Total




Table A3-16
Standard Mail (A) Receipt
- by Number of Financial Accounts and Insurance Policies
Postal Fiscol Years 1987, 1999, and 2000

-} ... Number of Accounts and Policies. -

‘Medium | High

Non “ilo

T @69 | po+)

8.0 11.0

9.0 11.8

121 14.9




Table A3-17
Standard Mail {A) Receipt
by Number of Credit Card Accounts
Postal Fiscal Years 1987, 1999 and 2000

. 4 Number of Credit Cards .
["Nons [ Low | Medium | - High

o -8 4-n i B8H

1987 4.0 6.4 9.3 12.5
1999 4.0 7.2 9.2 12.5
2000 5.7 10.1 13.0 16.1
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Table A3-19
Standard Mall (A) Usefulness of Mail Pieces by Familiarity With Organization
(Percentage of Mail Received by Households)
Postal Fiscal Years 1987, 1999 and 2000

fomer O ibi_i_q!}ﬁisnown Organiznﬁon Not Known = T'Qtuf' '

s _ e il 1999|2000 | 1987 1999 | 2000.] 1987 {1999 | 2000 | 1987 | 1999 | 2000
Useful 62.5 592 631 259 20.0 23.2 14.8 21 140 40.2 36.1 37.3
Interesting 217 22.6 152 317 31.6 235 24 .4 18.2 17.7 22.0 21.0 14.5
Not inferesting 10.6 138 17.4 32.9 394 453 46.7 56.3 57.2 21.3 24.8 26.0
Obiectionable 2.2 2.2 3.2 6.7 56 7.1 10.7 12.8 10.0 4.6 45 4.5
Don't know/No answer 3.1 272 [ 2.8 3.4 [ 3.4 3.6 1.2 12.0 13.7 17.8
Total 100.0 { 100.0 | 100.0 | 1000 | 100.0 | 100.0 | 100.0 { 100.0 | 100.0 | 100.0 | 100.0 | 100.0




Table A3-20
Standard Mail (A) Response to Advertising by Familiarity With Organization
~« Contained an Adverlisement of Request for Donation and was from One Organization Only)
Postal Fiscal Years 1987, 1999 and 2000

rganization Knowh'" [ Organization Nof Knownf i - . Total @
£ 1987y 2000 +71987 | 1999 | 2000|1987 | 1999 | 2000 |-1987 | 1999 | 2000
Yes 2146 | 209 18.7 57 45 39 4.6 24 32 14,1 12.3 9.9
No 47.7 539 471 78.6 83.7 76.1 83.0 89.6 80.4 59.6 61.4 48.6
Maybe 27.4 211 27.2 121 7.7 12.0 9.0 4.7 9.4 19.5 13.4 16.3
No answer 33 4.1 7.0 3.6 4.1 8.0 3.4 3.3 7.1 7.0 12.9 24.9
Total 100.0 { 100.0 | 1000 { 100.0 | 100.0 | 100.0 | 100.0 [ 100.0 [ 100.0 { 100.0 | 100.0 { 100.0
Pieces Per Household Per Week 3.0 3.4 4.1 1.5 1.2 1.6 1.2 1.1 1.3 6.1 7.1 7.7

@ Includes pieces for which no response was given for fomiliority with institution.



Table A3-21

Standard Mail (A) Treatment by Usefulness
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

oo Usefulness

—_ Not Interesfing _

e e Interesting. -
e : ‘1 2000 | 1987 | 1999 | 2000 1987 { 1999 2000
Read 68.0 617 68.0 20.2 245 17.9 7.0 9.1 9.9
Looked ot 24 .4 18.2 17.6 36.5 31.7 30.5 21.5 409 44 .4
Discarded 4.5 3.5 43 12.9 11.3 1.6 66.0 66.3 72.4
Set aside 58.2 59 .4 66.9 75.6 26.0 17.9 8.4 8.9 9.1
Objectionable. 1} v 2 Total L we
‘ T 1999 |- 2000 -| 1987 ] 1999 | 2000
Read 2.2 2.5 3.2 100.0 | 100.0 | 1000
Looked at 52 4.5 5.8 100.0 100.0 100.0
Discarded 12.9 13.5 10.1 1000 | 1000 | 1000
Set aside 4.6 4.2 472 100.0 100.0 100.0




(Percentage of Pieces)

Table A3-22
Standard Mail (A) Usefulness by Treatment

Postal Fiscal Years 1987, 1999 and 2000

e Usefulness .

) Interesting I _ <7 Not Interesting Objectionable
: 198 2000 | 1987 { 1999 | 2000 | 1987 | 1999 | 2000 | 1987 | 1999 | 2000
Read 70.2 80.8 77.7 380 551 52.0 13.6 17.6 18.8 20.0 26.1 26.0
Looked at 15.9 10.2 7.5 43.8 30.6 26.9 32.0 353 274 30.1 201 17.7
Discarded 1.6 1.6 1.8 8.2 8.8 10.6 437 453 50.8 39.6 493 48.6
Sef aside 11.7 7.0 12,7 9.4 572 10.0 372 1.4 2.7 8.2 3.9 7.3
Don't know/No answer 0.6 0.4 0.3 0.6 0.3 0.4 G5 0.5 0.3 2.1 G5 0.5
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

NOTE: The "read immediately’ percentages for 1999 include on addifionc! code which wos added to the questionaire in Fiscal

Year 1992. This accounts for the increase in percentage in this category over 1987,




Table A3-23
standard Mail (A) Treatment by Intended Response

(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

Intended Response

6 No. ' " Maybe No Answer - . Tota!

I ] 1999 | 2000 | 1987 [ 1999 | 2000 | 1987 | 1999 | 2000 | 1987 | 1999 | 2000 | 1987 | 1999 | 2000
Read by member of household 571 1 2261 206 1 426 | 533 | 461 | 268 | 202 | 264 | 3.6 | 40 | 69 [100.0]100.0]100.0
Read by more thon one member N | 242 | 260 1 Na | 489 | 330 | N/A | 220 | 344 ] Na | 49 | 66 [ Na f1000][ 1000
of household ®
Looked at 49 | 301 31 | 7791863799141 ] 74 ] 95| 31 | 34| 75 |1000]1000)100.0
Discarded 50 1 10| 09 | 925 944|896l 24 | 09 | 14| 43 ] 37 | 82 |1000)1000}100.0
Set oside 154 | 1281 106 | 353 | 384 | 347 [ 462 ] 432|479 ] 30 | 56 | 68 |100.0]100.0f100.0

@ This code was not presented in household diaries prior fo 1992.




Table A3-24
Standard Mail (A) Intended Response by Treatment
{Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

... Intended Response -
T T oNe [ Mabs
; 1987 2000 | 1987 | 1999 | 2000 | 1987 | 1999 | 2000

Read by member of household 18.8 68.2 65.0 308 32.6 30.3 57.0 56.2 51.7
Read by more than one member of household @ N/A 20.1 20.9 N/A 8.2 55 N/A 16.8 17.1
Looked at 9.8 5.1 4.6 38.9 298 24.8 20.7 11.5 8.7
Discarded 09 1.3 1.6 23.7 261 340 i8 1.2 1.5
Set aside 9.0 4.4 7.3 5.1 2.7 5.0 197 13.7 204
Don't know/No answer 1.5 0.9 0.6 1.5 0.7 0.4 0.9 0.6 0.6
Tokal 100.0 100.0 100.0 100.0 100.C 100.0 100.0 100.0 100.0

® This code was not presented in household diaries prior to 1992.




Standard Mail (A) Usefulness by Intended Respc;nse

Table A3-25

{Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

Infended Response

Maybe

A : U Ne. o _
1987 2000 | 1987 | 1999 [ 2000 | 1987 [ 1999 | 2000
Useful 29.4 28.3 26.1 338 40.7 31.6 33.7 267 36.4
Interesting 6.2 6.3 3.8 72.6 77.3 717 i7.9 13.0 17.3
Not interesting 1.3 1.4 1.6 92.2 93.3 87.8 3.0 2.1 3.1
Objectionable 3.7 29 2.7 83.6 88.1 792 ?.0 47 7.9
W' . Intended Response -
n't Know/No Answer 5 Total S
e 11987 1. 1999 2000 1987 1999 2000
Usetul 3.2 4.3 58 100.0 100.0 100.0
Interesting 3.3 3.5 7.2 100.0 100.0 100.0
Not interesting 3.5 3.3 7.5 100.0 100.0 100.0
Objectionoble 3.8 4.3 10.1 100.0 100.0 100.0




Table A3-26
Standard Mail {A) Intended Response by Usefulness

(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

- Intended Response. .
- No ke B
983 1999 2000
Usefu! 83.3 82.8 84.1 23.9 24.1 . 69.8 1.8 65.7
Interesting 10.2 11.0 7.3 30.0 27.6 24.8 21.8 21.1 20.7
Not interesting 20 28 6.1 36.1 39.2 42.2 3.4 4.0 8.5
Objectionable 1.2 11 11 6.7 6.6 6.9 2.1 1.6 3.6
Don't know/No answer 3.2 2.4 1.3 3.3 2.6 0.8 2.9 .6 1.6
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0




Table A3-27
standard Mail {A) Pieces from Credit Card Industry
Response to Mail Piece by Familiarity With Organization
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

2R oo SebAside. . FoundUsefol . | . WillRespond o

1987 [ T999 1987 | 1999 [ T3987 | 1999 | 2000 | 1987 | 1999 | 2000
Previous customer 51.4 61.6 7.2 2.1 4.1 40.0 38.1 34.7 9.3 1.8 92
Organization known 28.4 354 7.9 1.6 3.4 17.7 16.3 10.5 5.6 4.8 1.7
Organizotion unknown 30.2 18.2 4.2 2.9 1.0 21.3 7.4 4.3 7.8 1.2 2.4

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions.
NOTE: The "read immediately’ percentages for 1999 include an additional code which was added to the questionaire in Fiscal

questionaire in Fiscal Year 1992. This accounts for the increase in percentage in this category over 1987,



Table A3-28

Standard Mail (A) Pleces from Insurance Companies
Response to Mail Piece by Familiarity With Organization

(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

- .Found Useful i |7+, . Will Respond .

1987171999 | 2000 | 1987 | 19991 2000
Previous customer 56.7 . 48.2 57 .4 12.9 18.8 55
Organization known 31.1 330 32.3 208 14.7 5.4 2.6 1.5
Organization unknown 20.2 21.2 227 8.5 7.8 1.9 1.7 1.9

NQTE: Percentages do not add up fo 100% due io multiple responses from multiple questions.
NOTE: The ‘read immediately” percentages for 1999 include an additional code which was added to the questionaire in Fiscol

questionaire in Fiscal Year 1992. This accounts for the increase in percentege in this category over 1987.




S G

Table A3-29
Standard Mail (A) Pieces from Department Stores
Response to Mail Piece by Familiarity With Organization
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

© FoundUsefl || WillRespend

" 8741 1999 112000 : 1999 | 2000 | 1987 | 199% | 2000
Previous customer 52.4 68.1 66.2 11.2 59 9.7 64 .4 63.7 67.8 17.6 20.6 19.4
Organization known 25.5 41.2 47.3 6.4 2.9 3.4 23.4 18.6 25.6 6.0 3.2 6.3
Organization unknown @ 24.4 31.3 23.9 4.5 4.0 18.3 17.5 7.5 13.4 7.1 5.4 1.4

NOTE: Percentages do not add up to 100% due 1o multiple responses trom multiple questions.

NOTE: The "read immediately’ percentages for 1999 include an additional code which was added to fhe questionaire in Fiscal
Year 19972. This accounts for the increase in percentage in this category over 1987.
® Fluctuations may be due to small sample size.




Table A3-30
Standard Mail (A) Pieces from Mail Order Companies
Response to Mail Piece by Familiarity With Organization
{Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

e ] i | s
S o RS0 | 199 7987 | 1999 | 2000 | 1987 | 1999 | 2000 | 1687 | 1999 | 2000
Previous customer 58.4 66.1 60.4 14.0 10.2 18.0 63.0 62.5 67.6 24.0 20.2 18.6
Organization known 323 40.9 10.6 10.3 8.8 12.4 26.8 22.2 27.7 6.5 50 3.8
Organization unknown 22.2 25.7 27.0 11.3 7.5 12.2 13.9 10.9 16.9 4.6 38 3.2

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions.

NOTE: The ‘read immediately" percentages for 1999 include an additional code which was cdded to the questicnaire in Fiscal

Year 1992. This accounts for the increase in percentage in this category over 1987.




Table A3-31
Standard Mail (A) Pieces from Publishers
Response to Mail Piece by Familiarity With Organization
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

e rearElheee | 2000 {1987 |+ 87 [ 2000 | 1987 | 1999 | 2000
Previous customer 65.1 69.1 615 8.7 545 53.0 54 .4 27.9 24.0 18.1
Organization known 30.7 40.3 33.9 59 20.9 i8.2 20.9 6.5 53 5.1
Organization unknown 27.2 25.5 27.9 9.4 16.0 13.9 13.6 6.5 4.1 40

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions.

NOTE: The "read immediately" percentages for 1999 inciude an additional code which was added o the questionaire in Fiscal

Year 1992. This accounfs for the increase in percentage in this category over 1987.




Table A3-32
Standard Mail (A) Treatment of Mail Piece by Shape
{Percentage of Mail Pieces Received by Households)
Postal Fiscal Years 1987, 1999 and 2000

9 | 2000
425

g

Read by rﬁember of household

Read by more thon one member of household ® N/A 85 6.1 N/A N/A 98 9.5
Looked ot 26.1 1 209 ) 17.7 | 260 247 | 205 | 184
Discarded 15.3 189 | 228 | 138 15.7 158 | 209
Set aside 43 2.0 4.7 8.8 2.2 1.4 2.0

7.4 11.4 6.7
100.0 ) 100.0 | 100.0

Don't know/No answer 9.3 10.1 8.5 7.4
Total Mail Received by Households 100.0§ 100.0| 100.0¢ 100.0

“Envelops

Fo e e 1987 1 1999 | 2
Read by member of household 429 1 376 | 332 | 408 | 36.7 | 36.1
Read by more than one member of household @ N/A | 126 | 13.0 ] N/A | 108 | 120
Looked at 259 | 188 | 139 [ 270 202 | 168
Discarded 9.7 11.7 § 152 | 151 158 | 195
Set aside 159 10.3 | 156 6.7 2.9 4.7
Don't know/No answer 56 9.9 9.2 105 | 13.7 9.0
Total Mail Received by Households 100.0 1 100.0 ) 100.0 | 100.0 [ 100.0 ] 100.0

® This code was not presented in household diaries pricr to 1992

@ Total includes pieces for which no response was given as to shape.



Table A3-33

Standord Mail {A) Usefulness of Mail Piece by Shape
(Percentage of Mail Pieces Received by Households)

Postal Fiscal Years 1987, 1999 and 2000

- Dei had Label Po;tca@ ' Postcard

1087 5[ 2000 | 1987 | 1999 | 2000

Usetful 32.6 29.0 32.8 36.4 31.9 37.3 241 384 33.5 38.1
Interesting 21.3 18.9 14,7 27.4 22.0 17.7 14,1 201 18.8 13.5
Not inferesting 29.0 338 36.3 211 27.8 31.8 419 277 299 363
Objectionable 5.7 6.3 7.1 5.8 6.1 6.2 7.6 49 5.0 4.8

Don't Know/No answer 11.5 e 9.1 9.2 12.2 7.0 . 12.3 8.9 12.9 7.3
Total Mail Received by Households 100.0 | 100.0 100.0 100.0 100.0 | 100.0 100.0 100.0 100.0 100.0 100.0 100.0

ot in Ervelope | Newspdibars/ Magozines Totl®

711987 | 1999 | 2000 | 1987 | 1999 [ 2000 | 1987 | 1999 | 2000 | 1987 | 1999 | 2000

Useful 538 47.3 50.8 44.7 39.7 45.2 33.3 45.3 524 40.2 360 401
Interesting 26.1 28.2 20.9 19.4 18.8 13.3 16.7 19.6 129 220 21.0 15.3
Not interesting 10.8 12.4 16.2 19.5 22.2 28.8 2.0 12.2 142 21.3 247 294
Objectionable 2.3 1.5 2.6 3.8 3.7 3.7 2.5 23 272 4.6 45 49
Don't Know/No answer 7.0 10.5 9.5 12.5 15.6 9.0 38.5 20.6 18.3 12.0 13.8 10.4
Total Mail Received by Households 100.0 | 1000 | '00.0 | 100.0 | 100.0 | 100.0 | '00.0 | 100.0 | 1000 | 100.0 { 1C0.0 | 100.0

® Total includes pieces for which no response was given as fo shape.




(If Mail Piece Contained Advertising or Request for Donation)
Postal Fiscal Years 1987, 1999 and 2000

Table A3-34
Standard Mail (A) Response to Advertising by Shape

Lorger Thun__l?éﬂa_ﬁ Envelope | ,_Déi&éhe_d l,._c'::l:g'ai Postcard * Postcard
B7 1S 00 1987 | 1999:| 2000 | 1987 | 1999 | 2000 .| 1987 i999 | 2000
Yes 12.8 10.9 8.7 16.5 13.6 10.7 8.6 53 54 15.4 1.8 7.0
No 69.6 71.7 50.3 621 695 51.5 69.5 64.6 59.8 63.6 671 497
Maybe 13.1 8.9 10.1 16.7 10.5 12.8 10.5 7.4 103 13.6 8.3 11.7
No answer 4.5 8.5 15.0 4.8 11.4 11.3 11.4 228 17.8 7.4 12.8 %.88
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 1000 100.0 100.0 100.0
. Flyers '.,N.awspup_é.rsl Mdgﬁi@nés;. Total @
37 199 1987 | 1999 | 2000 | 1987 | 1999 | 2000 | 1987 1999 | 2000
Yes 16.1 19.5 16.9 15.6 13.5 10.0 10.2 11.3 6.9 14.6 12.4 9.4
No 46.6 4.2 41.8 54.2 549 411 443 473 294 58.6 61,2 46.2
Maybe 32.5 3.9 23.6 21.2 15.0 14.G 16.9 151 13.6 19.9 13.5 13.7
No answer 4.8 96 572 9.1 16.6 12.2 28.6 26.3 21.4 7.0 12.8 13.9
Total 100.0 100.0 100.C 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 10G.0

@ Total includes
pieces for which no




Table A3-35
Standard Mail (A) Percentage of Pieces Read immediately
and Set Aside by Shape and Familiarity With Organization
Postal Fiscal Years 1988, 1999 and 2000

. | Shape
- I.eﬁer Size Envelopa _ lLorger Than Letter Envelope "
.o Rea Set Aside | Read: "+ | " Set Aside -
| " [7osal1999]3000] 1_93_3 1995 2000] 1988 | 1999] 2000 1988 1999] 2000] 9 [2000] 19881 199
Previous customer 64.7 | 727 |57 53 | 26 | 6.1 | 60.1]169.1 15401104 3.4 8Y (67917165846 26 | 2. 2]
Orgonization known 346 43.7(303] 58 1.4 39 130313801312} 62} 25 49 | 3834741336 21 051 2.0
Orgonization unknown 290 256|255 46 18 | 3.6 [276]287 1234} 7.0 1.1 42 13282761241 1.9 1.2 1.3

AL - , Shape R R T

L : Coicllog Noi in Envelope coo| sl Flyers | 7 Newspapers/Mogazines

AR e - Al . Set Aside . " "Read " . . Set Aside “U Read il [ Set Aside -
RREN 1988° :1999'2000 1988|1999 2000 1988 1999 | 2000 | 1988|1999 | 2000 | 1988| 1999 | 2000 1988|1999 2000

Previous customer 5311637425176 1711875706651 492) 80| 39 | 87 [563[695]455[157 7.2 | 200
Crganization known 296 401 [ 302 (126|110 1431278374285 48| 28 52 (45450613211 85| 60 |127
Organization unknown | 20.8 1 20.8 | 1951 15.1 [ 10.9 | 1592451220 | 206 59 | 29 | 51 (2193191242 56 [11.2] 167

NOTE: The "read immediately’ percentages for 1999 include an additional code which was added to the questionaire in Fiscal

Year 1992. This accounts for the increuse in percentage in this category over 1987,




Table A3-36
Standard Mail (A) Percentage of Pieces Eliciting
Intended Response by Shape and Familiarity With Organization
Postal Fiscal Years 1987, 1999 and 2000

“vo; .. Shope . .

Size Envelope - - | Larger Than Lettar Envelo

_ 987 |7 1999 | 2000 | 1987 | 1999
Previous customer 20.3 208 211 227 221
Organization known 59 5.1 239 7.1 52
Crganization unknown 5.0 1.3 293 52 38

2000 | 1987

Previous customer 215 ) 17.9¢
Organization known 6.4 4.2 338 16.2

Organization unknown

12.3




Useful by Shape and Familiarity With Organization

Table A3-37

Standard Mail (A) Percentage of Pieces Found

Postal Fiscal Years 1987, 1999 and 2000

L Shape -
' Larger Than Leter Envalope * |7 wi:+ ostca U
1719871 1999 | 2000 | 1987 {71999 2000 -
Previous customer 73.84 53.6 51.4 71.97 58.4 56.9 7471
Organization known 10.94 19.8 17.2 8.85 28.3 19.2 9.60
Organization unknown 5.4 13.6 108 4 81 10.6 6.3 6.39
bl R S - Shape B ey
- Fomiliority || Calalog Not In Envelope | Flyers Newspapers/Magazines
oot FTiggrt | 1999 | 2000 | 1987 | 1999 | 2000 | 1987 | 1999 ] 2000
Previous customer 70.5 658 722 66.6 61.6 742 67.4 69.7 69.8
Organization known 30.2 23.2 11.05 28.7 19.5 10.78 46.0 28.4 8.24
Organization unknown 18.9 13.1 525 16.3 9.4 429 259 16.1 2.72

NOTE: Percentages do not add up to 100% due to mulliple response to multiple questions.




Table A3-38

Standard Mail (A) from Department Stores

Reaction to Mail Piece by Shupe
(Percentage of Pieces)

Postal Fiscal Years 1987, 1999 and 2000

E = 1987 ] 1999~ | 2000 | 1987 1999 .1 2000 | 19877 “199%. | ‘2000
Lefter size envelope 53.3 63.8 53.7 2.5 2.6 2.2 37.4 48.3 43.5
Lorger envelope 45.8 56.2 46.7 10.2 4.6 2.2 40.8 37.6 459
Posicard 56.9 611 57.3 1.3 1.3 2.1 48.5 44 9 25.2
Catalog not in envelope 45.9 60.1 37.9 15.8 101 12.4 62.5 41.3 12.7
Flyers 42.4 57.2 i2.8 6.1 3.2 8.3 51.2 51.9 20.4

© . Will Respond

. 'Peri;glnt_‘ag_e of Pieces Received

1999

12000 -

1987 ]

2000 :

1999
|.etter size envelope 12.3 17.2 15.4 8.8 7.5 23.8
Larger envelope 10.9 17.9 8.6 3.6 4.5 25.8
Posteard 12.3 15.8 14.2 3.3 9.1 24.7
Catalog not in envelope 17.1 202 13.1 40.8 20.4 19.0
Flyers 5.4 157 20.8 42.5 54.) 23.]

NOTE: Percentages do not add up to 100% due to muHtiple responses from multiple questions.

NGTE: The "read immediately’ percentoges for 1999 include on odditional code which was added fo the questionnaire in Fiscal

Year 1992. This accounts for the increase in percentage in this category over 1987




Standard Mdil (A) from Depariment Stores

Table A3-39

Reaction to Mail Piece by Familiarity and Shape
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

Read

o Shape . -{lmmedmialy and Set Aside) . Found U”M Will Respond
e R i 4987 | - 1999 2000 1987 1999 . ‘2000 “"1937 1999 2000

Previous customer:

Catalogs Not In Envelope 68.0 75.0 77.5 70.7 67.5 71 18.4 22.0 16.7

Flyers 59.0 71.7 74.1 64.2 44.3 64.8 18.2 19.9 15.6
Organization known: '

Catalogs Not In Envelope 38.1 46.2 50.3 26.9 26.4 41.5 7.2 6.8 4.0

Flyers 24.0 45.) 41.0 229 12.3 26.0 4.7 2.0 2.6
Organization unknown: O

Catalogs Not tn Envelope 23.5 497 50.9 20.6 15.0 19.8 13.7 21.1 2.7

Flyers 31.2 22.1 31.0 17.8 10.9 151 5.3 1.5 2.1

NOTE: The "read immediotely’ percentages for 1999 include an additional code which was added to the questionaire in Fiscal
Year 1992, This accounts for the increase in percentage in this category over 1987.
i Fluctuations may be due to small sarmple sizes.




Postal Fiscal Years 1987, 1999 and 2000

Table A3-40

Standard Mail (A) from Mail Order Companies
Reaction to Mail Piece by Shape

(Percentage of Pieces)

Letter size envelope 42.7 54.5 39.9 4.1 2.7 3.7

Larger envelope 48.2 52.6 46.8 10.4 3.2 7.9 411 32.2 41.6
Postcard ® 60.4 55.7 40.7 4.2 0.0 26 51.8 37.3 35.3 |
Catalog not in envelope 40.9 48.7 33.6 171 10.9 17.7 48.9 456 495
Flyers 39.8 42.4 29.1 7.8 38 59 32.9 32.8 26.3
Newspapers/Magazines @ 57.0 58.3 39.0 0.0 105 14.8 62.3 52.9 51.0

| Porcentag of Pieces Recsived

By 198771 1999 (| 2000 | 1987 | 1999 | 2000
Letter size envelope 12.3 11.9 8.9 20.8 9.8 8.0
larger envelope 18.0 14.9 16.9 220 16.2 12.6
Postcard @ 18.6 4.3 3.9 0.8 0.9 1.2
Catoleg not in envelope 15.8 i2.8 10.9 48.5 63.3 65.6
Flyers 10,0 11.2 6.7 7.0 5.6 51
Newspapers/Magazines © 19.8 14.2 8.8 12.1 1.7 29

NOTE: Percentages do not add up to 100% due to muliiple responses tfrom multiple questions.

NOTE: The "read immediately’ percentages for 1999 include an additional code which was added to the guestionaire in Fiscal

Year 1992. This accounts for the increase in percentage in this category over 1987.

® Flucuations may be due to small sample size.
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Table A3-42
Standard Mail (A) from Publishers
Reaclion to Mail Piece by Shape

(Percentage of Pieces)

Postal Fiscal Years 1987, 1999 and 2000

Lefter size envelope 51.1 52.9 43.5
Larger envelope 41.4 48.4 43.9
Posicard @ 45.2 54.1 429
Catalog not in envelope @ 40.8 347 26.6
Flyers 45.8 41.7 26.3
Newspapers/Magatzines 272 429 304

Letter size envelope 21.0 . 13.9 353
Larger envelope 16.6 17.0 13.5 34.7 325 28.4
Postcard @ 26.1 13.1 59 1.2 1.4 2.2
Catalog not in envelope ©® 13.5 9.1 7.3 4.4 50 6.7
Flyers 16.3 10.2 29 20.4 11.8 8.9
Newspapers/Magazines 9.1 8.3 3.9 12.1 20.7 142

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions.

@ Flucuations may be due to small sample size.




Table A3-43
Standard Mail (A) from Publishers
Reaction to Mail Piece by Familiarity and Shape
{Percentage of Pieces)
Postal Fiscal Years 1987, 1998, and 2000

mmadluiel?re::d Set Aslde} Found U“M
, 171987 | 1999 | 2000 | ‘1987 | 1999,
Previous customer:
Letter size envelope 77.2 74.5 66.1 54,1 50.8 52.6 31.9 27.0 19.8
Larger envelope 68.8 70.9 70.5 448 422 49.2 258 260 19.5
Catalog ® 78.7 65.8 8a.1 72.7 48.0 67.3 221 18.3 17.0
Organization known:
l.etter size envelope 34.2 451 32.3 20.8 19.0 13.4 57 3.7 3.0
larger envelope 31.3 41.0 40.6 13.3 12.6 16.0 7.7 58 6.7
Catalog @ 48.3 401 27.4 311 155 16.4 5.4 3.2 0.0
Organization unknown:
Leter size envelope 31.3 28.4 348 13.5 6.6 13.2 3.7 1.0 4.8
Larger envelope 35.8 29.1 28.6 13.9 18.7 i1.1 7.4 8.0 3.6
Catalog @ 46.0 16.6 27 .4 16.7 12.9 194 69 0.5 0.0

® Fluctuations may be due to small sample sizes.




Table A3-44
Standard Mail (A) from Credit Card Companies
Reaction to Maif Piece by Shape
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

A g 2900 :{":"'7. x 197

Letter size envelope . 3.1 28.0 22.1 18.9
#:_rger envelope 32.7 2.4 28.9 22.2 M7 _|
Postcard @ 25.1 1.6 9.9 2713 £2B.9
Catalog not in envelope @ 43.8 142 45.9 48.4 51.8
Flyers ® 33.3 3.8 35.6 22.2 28.7

.. Will Respond

Percentage of Pisces Raceived

Ry AR <1 20000 1999 -1 2000
Letter size envelope 4.3 62.3 67.7
Larger envelope 3.1 32.1 22.6
Postcard @ . . 7.4 1.2 2.9
Cotalog ot in envelope ® 3.2 0.0 16.2 0.2 1.3
Flyers @ 12.1 2.5 1.2 3.9 3.9

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions.
® Flucuotions may be due to small sample size.




Table A3-45
Standard Mail (A) from Credit Card Companies
Reaction to Mail Pieces by Familiarity and Shape®
{Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

R o {. % Read A Baen
 Shape; | (immediately and Set Aside) (| FourdUsel | - Will Respond
S LOFT1987- ] 1999 102000 | 1987 | 1999 | - 2000 1987 11999 .| 2000

Previous customer:
Letter size envelope 63.7 457 56.6 39.6 37.9 32.5 14.9 14.2 6.8
Lorger envelope 53.0 63.5 52.2 38.6 38.4 37.9 2.3 8.7 5.6
Organization known:
Letter size envelope 37.9 38.5 28.2 18.7 159 11.1 7.0 4.9 1.8
Larger envelope 32.8 34.6 27.0 12.9 17.1 8.3 3.0 5.0 0.5
Crganization unknown:
Letter size envelope 36.7 23.1 18.8 19.8 7.3 2.8 3.2 0.5 2.1
Larger envelope 21.3 18.4 32.7 191 8.2 6.0 2.7 2.4 2.7

® Fluctuations may be due to small sample sizes.



Table A3-46

Standard Mail (A) from Insurance Companies
Reaction to Mail Piece by Shape

{Percentage of Pieces)

Postal Fiscal Years 1987, 1999 and 2000

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions.
@ Flucuations moy be due to small sample size,

Sh up"‘“ B, -~ Read Immec!iquly_ Set Aside o Found L__jdlggful ‘

_ v 11987 | 1999 |- 2000 [ 1987 1999 * 1 2000 1987119991 2000
Letter size envelope 33.5 40.2 34.0 3.7 1.1 3.4 23.4 21.3 22.1
Larger envelope 35.8 41.2 34 .4 7.2 0.8 5.6 28.3 30.3 33.7
Postcard @ 64.3 48.1 38.5 0.0 0.0 1.6 38.0 352 294
Catalog not in envelope © 41.6 29.5 27.4 14.6 0.0 34.3 341 34.6 68.2
Flyers ® 27.2 31.8 40.2 1.4 12 6.2 19.6 27.9 33.3
Newspar < * ' sgazines © 491 46 0 39.7 141 8.9 17.2 141 429 64 .4

% - Will Respond . - | 'Percentage of Pieces Received

i o 1987 1999 | 2000} 1987 1999 2000 -
Letter size envelope 6.1 7.4 2.4 68.8 50.0 55.6
Larger envelope 7.2 8.8 2.5 19.9 30.7 23.1
Postcard ® 41.7 2.6 4.0 0.7 2.4 2.3
Catalog not in envelope © 0.0 0.0 2.0 1.4 0.5 1.3
Flyers @ 5.2 4.6 2.8 10.2 11.3 11.3
Newspapers/Magazines @ 0.0 0.0 0.7 0.5 4.6 4.9




Table A3-47
Standard Mail (A) from Insurance Companies
Reaction 1o Mail Pieces by Familiarity and Shape®
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

A Read . . s
 (Imediotely and Set Aside) | 1.~ i Found Useful - - )i
e 1987 -] 1999 | 2000 | - 171999 172000 - {: 1987 -

Previous customer:

Letter size envelope 59.7 72.9 68.2 46.3 50.9 50.4 12.2 21.8 3.7

Larger envelope 69.6 70.8 70.2 49.5 58.3 56.4 11.3 24.2 572
Organization known:

Letter size envelope 37.4 39.7 34 .4 191 15.0 2.9 4.3 2.0 2.0

Larger envelope 39.4 23.5 39.6 29.5 13.4 20.3 10.1 2.8 0.5
Organization unknown:

Letter size envelope 22.2 22.4 254 8.6 5.3 5.9 2.0 1.2 1.2

Larger envelope 25.3 23.2 20.3 11.9 6.6 13.3 3.2 1.8 0.2

@ Fluctuations may be due to smali sumple sizes.
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Table A3-50

Standard Mail (A) Reaction to Mail Piece by Age of Head of Household

Postal Fiscal Years 1987, 1999 and 2000

Read immediately .

Percent

" Parcent

Age of Head of Housghold | = Pieces Per Hausshold ia;:as Fer Househoid
o 1937 171999 | 2000 ] 1987 | 1999 | 2000 | 1987 | 199% [:2000 | 1987 | 1999 | 2000
18-21@ 46.9 32.4 428 1.8 1.3 1.8 10.3 51 5.3 0.4 02 0.2
22-24 35.6 531 3572 1.1 2.1 1.8 6.9 4.6 45 0.2 02 0.2
25 - 34 40.4 47.5 33.0 27 3.0 3.0 8.4 3.8 3.0 0.6 0.2 0.7
35 - 44 39.9 46.9 31.4 33 3.7 3.6 7.8 4.0 7.7 06 0.3 0.9
45 - 54 39.6 44.1 32.5 35 4.5 4.4 7.8 4.9 8.0 0.7 0.5 1
55 - 44 450 47 .1 36.0 4.4 4.7 5.3 9.2 3.3 7.0 09 03 1.0
65 - 69 42.5 51.4 34.0 3.5 4.7 4.9 7.4 3.1 7.5 0.6 0.3 1.1
70+ 43.8 46.8 36.4 3.4 3.8 56 7.3 5.4 6.5 0.6 0.4 1.0
| - T R o] | . FOUﬂd Useful lel Respand @ i
Age of Head of Ho_pg_é_ old | - © " Percent ‘ ~ Piaces Per Household Percent - | Pieces Par Household
| 1987 [ 1999 | 2000 | 1987.1 1999 | 2000 | 1987 | 1999 | 2000 m‘z 1999 zaoo
18-21@ 535 23.0 330 21 0.9 1.4 16.5 10.2 12.8 0.5 0.4 0.5
22 .24 35.7 42.8 359 1.1 1.7 1.8 175 18.6 1.4 0.5 0.7 0.6
25 - 34 42.7 37.5 36.4 2.8 2.4 3.3 15.9 12.9 7.9 0.9 0.7 0.7
35 - 44 40.8 35.1 38.3 34 2.8 4.4 16.1 13.5 8.6 11 1.0 1.0
45 .54 38.8 37.0 38.3 3.4 3.4 572 130 13.3 8.3 0.9 1.2 1.1
55-64 41.2 351 38.8 4.0 3.5 57 12.7 11.8 8.7 10 1.0 1.3
65 - 69 38.1 37.9 37.6 3.1 35 55 132 11.1 7.8 0.9 0.9 1.1
70+ 37.6 34.1 353 29 2.8 55 14.8 98 9.4 09 0.7 1.4

® Of pieces containing an advertisement or request for funds.

@ Flucuations may be due to small sample sizes.




Table A3-31
Standard Mail (A) Reaction 1o Mail Piece by Education of Head of Household
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

- Pleces l?or Household o
Ak C1999 Qo0 ].982 1999 2000 | 1987 |
gth grade 43.7 40.9 36.8 2.2 1.9 2.0 7.8
Some High School -] 46.4 51.8 471 2.6 2.8 3.4 6.9
High School 44.4 49.9 4372 3.1 3.4 3.2 7.3
Some college 41.6 47.0 457 3.3 4.0 4.1 7.9
Professional or Technical school 41.2 48.5 497 3.2 45 48 2.5
College Graduate 37.7 48.8 42 4 3.7 5.1 5.0 %.3
Post graduate 37.3 38.9 38.0 4.4 572 5.4 8.9
_ Found Usetful s

rcant - - | Pleces Per'Household - | - -
B SRR ; _»:}999;'- '2000 ] 1987 | 1999 2000 1987
8th grade 35.5 26.4 23.3 1.8 1.3 1.9 14.6
Some High School 40.5 36.7 34.8 2.3 2.0 3.1 13.4
High School 40.0 36.8 355 2.8 2.5 33 15.1
Some college 41.1 35.6 38.2 3.3 3.0 4.3 15.6
Professional or Technical school 40.0 39.1 41.7 3.1 3.6 5.1 15.7
College Graduate 40.5 38.1 38.5 4.0 4.0 57 13.4
Post graduate 406 | 322 | 374 4.8 4.3 6.7 14.1

@ Of pieces containing an advertisement or request for funds.




Table A3-52
Standard Mail (A) Users of Reply Envelopes by Industry
{Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

|ndusfry R B '”BRM e - CRIEES: . Combined:B
. 1987 11999 | 2000« 1937 I 1999 I 2000 ‘515."1-987‘-"-':.'25‘1999‘#..,
Financial:
Credit cards 21 20.6 1472 2.8 4.8 3.1 4.1 13.2 8.6
Bank 4.8 39 3.0 1.6 2.5 1.3 3.2 3.2 2.1
Securties 2.4 2.4 1.6 0.7 0.6 Q.7 1.6 15 1.1
Maoney market 0.3 0.1 0.3 01 0.1 0.1 0.2 0.1 0.2
Insurance company 12.7 1.7 7.8 2.3 2.9 2.2 7.8 7.5 5.0
Reai Esioie/Mortgoge 1.1 19 0.8 0.3 0.6 0.4 0.7 1.3 0.6
Other financial 0.5 01 0.5 G.3 0.0 0.3 0.5 0.1 0.4
Total Financial 30.9 40.7 28.1 8.1 11.5 8.1. 20.1 26.9 28.1
Merchants:
Supermarkets 0.2 01 0.2 0.2 0.0 0.3 0.3 G 0.3
Department store 5.6 1.8 1.8 4.0 2.2 2.3 51 2.0 2.1
Mail order 19.0 199 12.9 46.8 56.9 32.1 31.6 37.4 22.5
Specialty store 3.4 11 N/A 6.8 2.6 N/A 5.0 1.8 N/A
Publisher 221 193 148 211 16.5 9.5 21.4 17.9 12.2
Land prometion 0.4 0.0 0.2 0.1 0.1 0.) 0.3 0.1 0.1
Restgurant 0.1 0.0 N/A 0.0 0.0 N/A 0.1 0.0 N/A
Consumer packaged goods 0.9 1.5 N/A 0.5 0.9 N/A 0.8 1.2 N/A
Auto dealers 0.3 072 N/A 0.1 0.1 N/A 072 0.1 N/A
Service stations 2.0 C.0 N/A 0.0 0.0 N/A 00 0.0 N/A
Mall 0.0 0.0 INJA 0.0 0.0 N/A 0.0 0.0 N/A
Other merchants 1] 0.2 1.6 2.1 0.1 1. 1.4 0.1 1.4
Total Merchants 53.1 44 31.6 §1.7 794 45 4 66.2 60.7 38.5
Services:
Telephore 2.3 1.1 0.9 0.4 0.9 0.8 P4 1.0 0.8
Cther utilities 0.2 0.5 0.4 Q.1 0.2 0.4 0.2 0.4 0.4
Medical 0.6 1.2 1.1 0.2 0.7 1.2 0.4 1.0 1.2
Other professional 0.6 0.4 Q.5 Q.3 0.2 0.2 0.4 0.3 Q.4
Leisure service 1.9 3.0 1.9 1.0 1.6 1.0 1.4 2.3 1.4
Cable TV 0.6 0.1 01 0.5 0.4 0.4 0.6 0.3 0.3
Computer 0.5 1.1 0.9 0.2 0.4 0.4 0.4 0.8 0.7
Craftsmaon 0.6 0.9 N/A 0.1 0.2 N/A 0.3 0.6 N/A
Other services 2.4 2.4 2.1 1.0 0.8 1.2 1.8 1.7 1.6
Total Services 97 10.7 7.8 3.8 5.4 5.5 6.9 8.4 6.7
Nonfederal Government 0.3 0.4 0.5 0.9 0.5 0.5 0.6 0.5 Q.5
Total Social/Charitable/ 2.9 2.5 3.9 1.9 2.3 5.3 2.5 2.4 4.4
Political/Nenprofit:
Other 2.8 13 Q0.0 3.0 0.5 0.0 2.9 0.7 0.0
Dont know/No agnswer 0.3 0.3 1.0 0.6 0.4 0.9 0.4 0.4 0.9
Total 100.0 1 100.0 [ 100.04 100.0 | 100.0 { 1000 | 100.0 | 100.0 | 100.0
Pieces Per Household Per 1.46 1.65 2.41 1.28 1.50 2.0 2.74 3.20 2,21
Week




Table A3-530a
Standard Mail (A) Industry Usage of Reply Mail
(Percentage of Pieces from Each Industry That Contain Reply Mail)
Postal Fiscal Years 1987, 1999 and 2000

i do m | _'nué'i_nés_s%épiy;; | . Courtesy Reply
TSR 1987 | 199%--] 2000:°1 1987 }- 1999 -|-

Financial:
Credit card 57.8 60.9 57.8 15.4 13.0
Bank 36.1 23.7 27.0 10.4 13.7
Securities Broker 40.6 36.6 253 11.0 8.0 .
Money market @ 42.9 18.2 26.0 13.3 2.1 6.6
nsurance 62.7 49 42 8 10.1 11.2 12.0
Real Estote/Merigage 191 210 22.5 4.1 5.8 8.3

Total Financial 48.7 452 44 ] 111 11.6 10.5
Merchants:
Supermnarkets 1] 0.0 3.4 0.8 0.0 3.8
Depurment store 7.0 3.9 5.2 4.4 4.3 5.4
Mail order 21.9 18.3 17.4 47.2 47,7 36.0
Specialty store 6.9 2.9 N/A 12.1 6.1 N/A
Publisher 30.2 341 452 252 26.6 241
Land promotion O 1.5 143 21.2 2.7 14.3 106
Re:surant 2] 0.0 N/A 0.6 2.5 N/A
| Con.umer packaged goods i0.4 16.9 N/A 5.3 5.4 N/A
A _Dealers 8.9 5.5 N/A 2.5 1.8 N/A
Se: .ice stations @ 1.7 53 N/A 0.5 0.0 N/A
Mall @ 0.0 0.0 N/A 0.0 0.0 N/A

Total Merchants 15.8 16.0 18.1 21.3 26.1 21.9
Services:
Telephone 53.1 9.1 12.3 2.0 6.7 2.0
Other utilities @ 24.7 26.7 19.7 9.4 10.0 17.0
Medical 13.2 17.4 15.7 4.0 2.1 13.8
Other professional © 26.2 20.0 20.6 2.6 10.0 7.0
Leisure service 21.2 20.2 17.8 10.2 10.5 7.6
Cable TV 11.5 2.8 4.7 8.9 8.3 10.9
Compuier 41.9 18.6 16.5 15.5 7.2 6.7
Craftsman @ 60.7 30.6 N/A 6.4 4.1 N/A

Total Services 26.8 18.9 16.3 9.3 8.7 %.5
Nontederal Government 5.7 5.6 10.7 14.4 11.3 7.7
Social/Charitable/Social/Nonprofit 18.0 17.6 25.1 10.4 13.5 28.8
Total Nonhousehold Mail Received by 18.7 20 4 200 16.4 18.3 15.7
Heouseholds
Total Pieces Per Household Per Week 1.46 1.70 2.31 1.28 1.52 1.93

D Fluctuations may be due to small sample sizes.



Table A3-53b
Standard Mail (A) Industry Usage of Reply Mail
(Percentage of Pieces From Each Industry That Contain Reply Mail)
Postal Fiscal Years 1987, 1999 and 2000

Industry No Reply Mail -1 E;qo: m e T
DLt 1987 | 1999 1 2000 | 1987.1.1999 | 2000 |:1987:{ 199

Financial:
Credit card 207 | 208 | 284 6.1 5.2 3.3 |1100.0] 100.0] 100.0
Bank 458 | 576 | 594 7.7 4.7 3.7 [100.0]100.01] 100.0
Securities Broker 408 1 51.3 § 59.9 7.7 45 50 1100.01100.0]100.0
Money market & 360 | 670 ) 6031 7.8 C.0 7.0 | 100.0[100.0[100.0
Insurance 206 | 354 | 34.3 6.7 472 3.9 11000 100.0}100.0
Reol Estate/Mortgage 7121 6811 6601 56 3.4 3.2 1100011000} 100.0

Total Financial 334 [ 385 | 41.5 6.8 4.6 3.8 |100.0]100.0]100.0
Merchants:
Supermarkets 876 | 9431 899 | 105 0.0 2.8 {100.0] 10001 100.0
Department store 8251 897 | 84.7 6.1 2.1 4.7 1100.01100.01 100.0
Meail order 251 | 287 | 40.3 3.9 53 6.3 | 100.01100.01 100.0
Specialty store 748 | 893 | 789 6.2 R:] 50 |100.0]100.0] 100.0
Publisher 337 | 348 | 23.7 | 109 4.6 7.1 100.0] 100.0| 100.0
Land promotion & 798 1 774 | 64.3 5.9 c.0 3.9 {100.0] i00.0} 100.0
Restaurant 201 | 97.0 | N/A 7.2 0.0 N/A | 100.01 70001 100.0
Consumer packoged goods 785 | 70.3 | N/A 5.7 2.7 N/A | 100.0] 100.0] 100.0
Auto Dealers 769 1 906 NA | 11.7 1.8 N/A | 100.0] 100.01 100.0
Service siations @ 909 | 951 N/A 69 0.0 N/A | 100.01 100.01 100.0
Mall © 21.3 {100.01 N/A 87 0.0 N/A | 100.01100.0[ 100.0

Total Merchants 553 1 538 | 542 7.6 39 5.8 11000 100.0]100.0
Services:
Telephone 318 803 | 735 6.2 3.8 5.3 | 100.01100.01100.0
Other uiilities @ 526 | 5881 615 134 3.3 1.8 | 100.0] 100.01 100.0
Medical 786§ 711 | 64.4 4.2 2.5 6.1 100.01 100.01 100.0
Crther professional @ 557 | 68.3 | 694 5.5 0.0 3.0 |100.04100.0] 100.0
Leisure service 625 | 66.1 {1 70.3 &1 3.2 44 1100.0]/100.0}100.0
Cable TV 72.8 | 8681 81.7 6.7 28 2.7 1100.0}100.0]1 100.0
Computer 366 | 712 | 71.2 5.9 3.1 5.7 | 10004 100.0[ 100.0
Craftsman @ 30.5 | 552 | N/A 2.4 10.2 | N/A [ 100.0]100.01 100.0

Total Services 573} 687 | 693 6.5 3.6 50 1100.01100.01100.0
Nonfederal Government 747 | 843 | 78.4 5.2 3.2 3.2 $100.01100.0{ 100.0
Social/Charitable/Social/Nonprofit 62.7 | 65.4 | 406 | 2.0 2.0 5.5 | 100.01100.0] 100.0
Total Nonhousehold Mail Received by | 554 6791 512 | ga | 42 | 57 {1000/ 100.0(100.0
Households
Total Pieces Per Household Per Week 439 ] 475 563 | 066 | 036 | 1.59 | 100.0}1100.0} 100.0

D Fluctuations may be due to small sample sizes.



Tuble A3-54
Standard Mail (A) Intended Response Rates for
Major Industries by Enclosure of Reply Envelopes/Cards
(Percentage of Pieces 1o Which Recipients Intend to Respond)
Postal Fiscul Years 1987, 1999 and 2000

Credit card
Department store
Mail order
Publisher




Tuble A3-55
Standard Mail (A) Reaction 1o Mail Piece by Addressee
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

R ~ Read immediately Set Aside Found Useful L Will Respond
Type of Address S _ R : _
- . 1987 | 1999 | 2000 | 1987 | 1999 | 2000 | 1987 | 1999 { 2000 { 1987 | 1999 | 2000
Addressed to specific household members 449 50.6 490 B.7 4.7 B.4 40.1 3872 42.4 14.4 13.0 9.6
Addressed to occupant/resident 35.7 38.5 285 7.1 2.9 6.5 403 30.8 352 149 10.7 2.6

NOTE: Percentages do not add up to 100% because these categories reflect responses frem multiple questions.




Table A3-56
Standard Mail (A) Reaction 1o Pieces from Department Stores by Addressee

(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

A Read ;mmedmtely . Set Aside H thl Respond
Y987 [1999 | 2000 | 1987 | 1999 | 2000 i987 | 1999°[" mq_g_
Addressed to specific household members 48.1 598 61.8 98 56 8.5 15.4 16.4 15.8
Addressed to accupant/resident 39.4 57.1 50.7 9.9 3.2 93 16.3 18.6 16.2




Postal Fiscal Years 1987, 1999 and 2000

Table A3-57
Standard Mail (A) Reaction to Pieces from Publishers by Addressee
{Perceniage of Pieces)

il ofA p dress . ;E?;’“R.Gad lmm&diafelr _ '. ::<$.“pft.Asids _ _ | FOUnd!Jsefu : yﬁ"gesmng

S sl s 1987 1-1999 1 2000 | 1987 1 1999 | 2000 | 1987 1999 [-2000° | 1999 [42000:
Addressed to specific household members 46.2 497 48.0 7.3 35 6.9 351 335 38.3 18.1 159 11.4
Addressed to occupant/resident 37.7 42.6 27 .4 8.8 36 7.4 38.5 39.0 255 14.0 10.0 10.0
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Table A3-59
Number of Mail Order Purchases®
Within the Last Year by Education of Head of Household
(Percentage of Households)
Postal Fiscal Years 1987, 1999 and 2000

. Nd'mBer O’FPUFGhCISBS .f RN o Some l_-"gh SChOQI Hlﬂh SChOQ' E : _ i .i -
RN R SRy Tt § 12000 | 1987 1999 .2000 1987 -:‘,1999 2000 199 00(
0 64,9 539 601 57.6 417 57.6 57.5 38.0 48.0 499
1-2 14 4 16.8 18.9 20.1 22.5 13.8 14.5 20.7 16.0 19.4
3-5 12.2 17.2 12.0 13.3 19.0 12.6 14.4 220 16.9 i4.4
6-10 3.1 6.1 5.0 2.0 2. 7.6 8.0 11.1 8.7 8.8
i1-15 0.8 2.4 1.1 3.3 4.1 4.3 3.3 2.7 4.3 3.0
16 - 30 0.0 1.1 2.6 34 2.4 1.6 1.9 2.8 2.4 4.3
31+ 2.7 0.5 0.0 0.4 0.6 0.4 0.3 0.5 G5 0.4
Don't know/No answer 0.0 2. 0.3 0.0 0.8 2.1 0.0 2.1 3.3 0.0
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
R SRS P College - . T Post Gradvate .0 o § Total ... -
Number °’ ""“‘h"’” 1987 | 1999 | 2000 | 1987 | 1999 | 2000 | 1987 | 1999 | 2000 .
0 38.0 40.9 50.0 27.0 319 446.8 422 50.2 52.6
V-2 18.5 16.2 id.7 19.5 20.4 14.3 19.6 15.9 16.1
3-5 218 17.6 19.0 22.7 17.2 16.8 19.5 14.5 15.7
6-10 11.9 10.4 9.2 16.4 105 13.5 10.0 8.7 B.7
1-15 41 53 34 7.2 7.3 3.4 3.9 4.2 3.2
16 - 30 2.6 41 23 52 6.9 4.3 2.5 3.1 29
31+ 0.9 1.5 1.4 11 3.1 0.9 0.7 0.8 0.7
Den't know/No answer 21 3.9 0.0 v3 2.8 0.0 1.4 2.6 0.0
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
® From Entry Interview.




Table A3-60
Number of Mail Order Purchases® Within the Last Year by Age of Head of Household
(Percentage of Households)
Postal Fiscal Years 1987, 1999 and 2000

0 518 60.5 55.8 36.1 540 515
1.2 21.7 18.6 19.4 22.2 19.3 17.6
3-5 17.6 14.0 218 23.3 13.4 16.7
6-10 2.8 3.3 1.8 10.4 7.3 8.8
11-15 1.7 1.2 0.9 2.9 1.9 1.9
16 - 30 2.3 1.8 0.6 2.3 1.9 3.3
31 + 0.7 0.0 0.0 0.9 0.5 0.2
Don't know/No answer 1 0.6 0.0 19 1.7 0.0
Total 100.0 100.0 100.0 100.0 100.0 100.0

0 )
1-2 15.7 15.5 9.8 19.7 12.4 13.0 17.5 17.5 13.4 19.6 15.9 15.7
3-5 19.8 19.7 16.2 17.3 14.4 13.3 158 101 10.4 195 14.5 16.0
6-10 13.1 8.2 10.4 10.2 8.2 9.4 8.3 6.4 10.5 10.0 87 8.3
11-15 4.9 55 52 35 4.2 3.5 2.8 4.3 4.6 3.9 4.2 3.1
16 - 30 3.5 5.0 1.6 0.7 4.7 4.6 1.2 1.8 1.8 2.5 3.1 2.8
31+ 0.9 1.3 1.3 0.3 0.5 0.1 0.0 0.3 0.2 0.7 0.8 0.6
Don't know/No answer 2.0 3.0 0.0 [ 14 0.0 2.3 .4 0.0 1.4 2.6 0.0
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

@ From Entry Interview.



Table A3-61
Number of Mail Order Purchases® Within the Last Year by Number of Adults
(Percentage of Households)
Postal Fiscal Years 1987, 1999 and 2000

= . w
21999 | 2000 | 1987 “}'2000 | 1987: ] 18717 1999 :

0 55.0 57.7 57.1 38.5 482 52.0 423 43.3 44.7 31.4 56.6

1.2 181 149 16.5 200 V7.0 154 20.2 15.4 19.4 20.6 7.7 14.5
3-5 16.7 12.2 i3.2 20.4 15.0 16.4 17.5 14.9 16.8 249 17.7 18.6
6-10 6.5 7.8 7.8 11.5 8.4 2. 99 121 9.6 9.4 6.3 7.5
11-15 2.3 3.4 29 4] 472 3.2 4.7 55 3.7 6.8 36 4.8
16 - 30 1.0 25 20 2.9 3.1 3.4 32 4.7 2.3 2.9 29 3.7
31 + 0.1 0.3 0.5 1.0 1.2 0.6 0.5 0.3 1.7 1.3 0.4 1.8
Don't know/No answer 0.4 1.0 0.0 1.7 27 0.0 1.4 39 3.0 2.7 49 0.0

Total 100.0 [ 100.0 | 100.0 | 100.0 |1 100.0 | 1000 | 1000 | 1000 { 1000 } 1000 | 1000 | 1000
© From Entry Interview.




Table A3-62
Standard Mail (A) Order Pieces Received by
Number of Mail Order Purchases Made Within the Last Year
Postal Fiscal Years 1987, 1999 and 2000




(Percentage of Pieces)

Table A3-63
Standard Mail {A) Reaction to Pieces from Mail Order Industry
by Number of Mail Order Purchases Made Within the Last Year

Postal Fiscal Years 1987, 1999 and 2000

il Ordar Pucchses | taadimmediately | Sethside ;. | _Found ol L
vl Drder Treneses Yes7 |- 19997 ] 2000 | 1987 | 51999 | 2000 | 1987 | 1999 *|
0 404 | 505 | 379 8.4 6.7 6.2 342 | 39.8
1-2 40.8 449 38.0 11.4 12.5 5.6 36.6 43.5
3-5 457 51.7 41.3 13.5 7.5 89 458 40.3
6-10 446 | 584 | 423 | 149 8.3 8.9 462 | 459
1T+ 42.0 46.2 37.0 11.8 105 11.1 45.5 39.8

NOTE: Percentages do not add up to 100% because these categories reflect responses from mulliple questions.
g p g

NOTE: The "read immediately’ percentages from 1999 include an additional code which was added to the

questionaire in Fiscal year 1992. This accounts for the increase in percentage in this category.




Standard Mail (A) Availuble Response Medic

Table A3-64

(For Mail Piece Containing Advertising or Request for Donations)
Postal Fiscal Years 1987, 1999 and 2000

Mail

Mail oniy 37.5 23.0 27.8
Mail + phone 11.2 17.5 11.2
Mail + in-person 2.0 0.9 0.8
Mail + fax machine N/A 0.1 0.2
Mail + internet N/A 0.5 0.9
Mail + shone - in-person 2.0 5.8 2.4
Mail + phone — fax machine N/A 4.4 35
Mail - phone + internet N/A 2.5 3.5
Mail + in-person + internet N/A c 0.1
Mail + fax machine + internet N/A o 0.1
Mail + phone + in-person + fax machine N/A 0.7 0.5
Mail + in-person + fax machine N/A 0.0 0.0
Mail + phone + in-person + internet N/A 0.8 0.9
Mail + phone + fax machine + internet N/A 3.0 4.9
Mail + in-person + fax machine + internet N/